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New Formula... 


VANILLA ALMOND 
BUTTERCREAM 


NUTTY BUTTERCREAMS ATTRACT SALES 


Here’s an Almond Candy that’s sure to attract new cus- 
tomers and increased sales for you. It’s got that all-important 
almond sales appeal. The only thing people like better than 
candy with almonds is . . . more almonds in candy. Just try 
this formula and see. 

And to really attract customers, always use famous Blue 
Diamond Almonds — the brand you can trust for quality 
and count on for economy. Blue Diamonds minimize your 
handling costs because they're double-sorted, by hand and 
by photo-electric eve . . . accurately size-graded . . . free 
from dust, bitters and foreign particles . . . with controlled 
minimum moisture content. 

It will pay you to always specify quality-controlled Blue- 
Diamond Almonds. Write on your letterhead for prices 
and samples. 


Diamega CMON DS 


Ls 
CALIFORNIA ALMOND GROWERS EXCHANGE 
Sacramento, Calif. 
Sales OHices: 100 Hudson St., New York 13, and 549 W. Randolph St., Chicago 6 


COREL 
formula... 


45 Ibs. sugar 

5 lbs. Nulomoline 
ed 
sugar 

1¥a gals. 22% fresh cream 
1 oz. Convertit 

2 oz. salt 

2 ox. vanilla 

5 lbs. frappe’ 

20 Ibs. Blue Diamond Almonds, 
Nonpareil 23/25 


Boil sugar, Nulomoline and 
water. Add cream slowly. 
After mix is boiling, cook to 
244°F. Pour on cream beater 
and cool. Add frappé and 
almonds to creamed batch. 
Dip in chocolate. 














FLAVOR 
aud 
ARG 
Zimco?® VANILLIN| 


The Result of Long Research a 
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The finished product is delicious . . . it is “just right.” 
Each of its ingredients is of superior quality . . . blended by 
a master with skill and experience into a harmonious flavor- 
perfect, taste-tantalizing food product. 

ZIMCO, the Original Pure Lignin Vanillin has been help- 
ing to make food products “just right”’ for 16 years and is 
today recognized by the entire Food Industry as the top 
quality product and the standard by which all vanillins are 
evaluated. Ask the man who uses it. 


Consult Your Flavor Supplier. 


SUBSIDIARY OF STERLING DRUG INC. 
1450 Broadway, New York 18, N.Y. 
2020 Greenwood Ave., Evanston, Ill. 





How does the champion 


get to be champion? 


By being better! Unmatched through the years 
is the California flavor that distinguishes 
Exchange Brand Oil of Lemon. That’s why 
Exchange remains the overwhelming sales leader— 
in fact, the 4-to-1 favorite over all other lemon 

oils combined! 


So why skimp on quality...insist on Exchange 
quality and flavor that come only from genuine 
California lemons, grown and skillfully processed 
by Sunkist Growers. 


Sunkist Growers 


PRODUCTS DEPARTMENT « ONTARIO, CALIFORNIA 
*roduced by Exch Lemon Products Co. - Corona, California 


Distributed in the U.S. exclusively by 
DODGE & OLCOTT, INC. 
180 Varick St., New York 14, N.Y. 


FRITZSCHE BROTHERS, INC. 
76 Ninth Ave., New York 11, N.Y. 





OIL OF LEMON JU. S. P. 
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The DL. Clark Company, pending formal 
approval on September 30th, will be ab- 
sorbed by Beatrice FoodsCompany with main 
offices in Chicago. Reatrice operates 31) 
plants and branches in 35 states, a lead- 
ing distributor of fluid milk, ice cream, 
and other dairy products, frozen foods, 
narzarine, meat products and baking in- 
grediants. 


Sylvan Sweets oo announces the ap= 
pointment of robert A. Schmidt as Sec- 
retary, William H. Hummel as Sales Man- 
ager and George C. Swanson of Hopkins, 
Minnesota as a new broker to cover the 
territory of Minnesota and South Dakota, 
J.A. Holzer, president, held a party on 
September 23d for employees and friends 
ito announce the formal opening of the 
newly added wing of the Easton plant. 








|bunte-Brothers-Chase Candy Company has 
eee tong following appointments: 
Nathan Cohen, former president of Candy- 
| tand, Inc., to assistant to the president 
of Bunte-Chase. Mr. Cohen sold his Candy- 
land operation to Kraft Foods Company a 
year ago and has been serving them on an 
advisory capacity. Royal M. Ravenscroft 
has been appointed as Vice President and 
Secretary, Charles E. Stoffel as Quality 
Control Manager, William V. Smith as 
Assistant Secretary and Lee Gorman as 
Assistant Treasurer. 





ililko Cone & Baking Company announced the 
‘appointment of Stanley H. Oshan as Vice 
President in Charge of Sales. In making 
this announcement Sam Leaf, President, 
states that Mr. Oshan will direct all sales 
for both the drinking straw and candy div- 
psione of the Milko company. The two div- 
isions manufacture drinking straws, ice 
cream cones and cups, marshmallow con=- 
fections, Christmas stockings, caranuts and 
Sugar wafers, 





The directors of Fannie Farmer Candy 
Shops, Inc. have elected James F, 
Burts as president. 


or October, 1955 





Camady, usimeor, 


October , 1955 


Mr. Se Je Smith, President of William 
Neilson, “ee announces the appoint— 
ment of R. W. Masuret as Vice President 
in Charge of "Sales and Advertising. 

Mr. Tresper Clarke has been appointed 
Chief Chemist. 





The USDA announces the recent sale of 
120,000 pounds of butter for Cocoa 
Butter Extender Use to four confect- 
ionery and chocolate manufacturers: 
Rockwood & Co., Nestle Co., EeJ. Brach 
& Sons, and Hawley & Hoops, Inc. 








A new Rockwood Bar is being introduced 
this Fall, the "Rockwood Pecan Feast", 
Mr. Don West, Vice President in Charge 
of Marketing, explains that this 5¢ bar 
will put Rockwood back into the highly 
competitive chocolate bar business, 
Further new developments at Rockwood 
include a new package for the famous 
"Rockwood Milk Chocolate Blocks" in 

an attractive gold package with trans- 
parent cellophane window. Mr. West 
announced a concentrated advertising 
Campaign on the "Rockwood Bits" and 
"Wafers" to tie-in with the $298,000, 
000 prepared desserts and cake mixes 
market. Television and newspapers 
will be used in selected major markets. 


Kraft Foods Company will launch its 
fourth annual campaign on Draft Car- 
amel Apples on October lst, on behalf 
of Draft Dairy-Fresh Caramels, Ad- 
vertising will consist of Sunday comic 
sections in 81 newspapers, television, 
and point of sale material. 





John M. Piper has been appointed Sener- 
al Sales Manager of Vernell's Butter- 
mints, Inc. Announcement was made by 
Park f- Westover, now Vice President and 
General Manager of the firm. 





Ee Surke Giblin has been appointed Gen- 
eral Manager of the Walter Baker Choco= 
late and Cocoa division of Seneral Foods, 








Mr. Giblin succeeds Clifford Spiller 
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who has been named director of market- 
ing for the Maxwell House division. 


Goldenberg Candy Company announces the 
appointment of H.S. Stevenson Company 

of Atlanta as their sole sales represe 
entative for Virginia, North Carolina, 
South Carolina, Georgia and Florida. 


Yr, Francis X. Kobe was named Tech- 
nical Director and Chief Chemist of Rocke 


wood & Company 





The National Confectioners Association 
announces the acceptance of Robert B. 
Schnering, president of Curtiss Candy 
Company as chairman of the Confectionery 
ndustry Promotion Committee. This com 
mittee will be composed of candy manuf= 
acturers from the candy production centers 
of the U.S. It will be the job of deter- 
mining what type of program is suitable 
for the candy industry and what methods 
shall be used to finance it. 








The New York Cocoa Exchange has named 

the following men to the Nominating 
Committee, Mr. Samuel Halber, John E. 
Hupkes, Robert Jackson and Issaac Witkin. 
Mr. George Hintz was named Chairman. 





The Cook Chocolate Company is manufact= 
uring a milk chocolate Christmas Card. 
These chocolate cards are being pro= 
moted nationally and will be available 
through retail outlets for the price of 
conventional Christmas Cards. Each unit 
is packaged in a colorful mailing carton 


and sender need only address the card. 
The chocolate Christmas Card is mighty 


good eating, too. 





Williamson Candy Company launches an 
extensive advertising campaign this 
Fall, with the sponsorship of five 
television programs; "The Life of Riley" 
"Cisco Kid", "Gene Autry", and "Steve 
Donovan, Western Marshall". James A. 
Dickens, Vice President of William- 

son announces the offering of unusual 
premiums on these programs, In mar= 


kets not reached by these programs 
"Oh Henry" will be advertised with 


catchy new cartoon TV announcements. 





King Candy Company announces the ap= 
pointment of Merrill Sayer as Vice 
President and Director. Mr. Sayer was 
with Steven Candy Kitchens of Chicago 
for 16 years, the last 10 years as Vice 
President in charge of plant, pro- 
duction, purchasing and personnel. 
Porter King, president, has announced 
the opening of a retail shop in Houston 
and one in Fort Worth. Mary Ulecki 

has recently joined the organization to 
be in charge of retail merchandising. 





IN THIS ISSUE: Bunte-Chase has done a 
remarkable job of redesigning their 
bag and window box line. The new pack- 
ages are in line with the most modern 
trends of merchandising through food 
stores. The full story with illustrat- 
ions on Page 35. 





HONEY and its use in candies is dis- 
cussed by that most entertaining of 
writers, Robert Whymper on Page 21. 


LOOK AGAIN AT YOUR PACKAGES is the 
advise of the folding box group. A 
thought provoking article on Page 2, 


A layout of ASHMOS CANDIES factory on 
Page 61. No backbreaking labor here. 


The new buyer in charge of the base=- 
ment candy department of J.L. Hudson 
department store in Detroit is Mrs. 
Adah R. Litton. She has been with the 
store over 10 years in the candy dep-= 
artment. Preciously she was with Col- 
onial Candy & Gift Shop in Charleston, 
W. Va. for 13 years. 





Walter Beitz of Price Candy Company in 
charge of Gimble Bros. operation in 
Milwaukee has been transfered to the 
Hecht stores in Washington. Mr. Beitz 
was previously with Dutch Mill in Chi- 
capo. Mr. Oscar Kaye takes over in 
the Store in Milwaukee. He was former 
with the Boston Store of the same city. 





Mr. Henry H. Pine, formerly with Pez 
Haas has been appointed Sales Manager 
of Dagmar Candy Mfg. Company of Newark, 
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MAKING FUDGE? 


You can put an end to your problems of hardening 
and loss of texture . . . by using sorbitol in your 
formulas. 


This unique, new food ingredient has a double effect 
in fudge. First, it stabilizes moisture content .. . 
retards drying out on the shelf or in the customer’s 
home. It keeps the original creamy texture of your 
candy protected for months. 


Even more important is the “plasticizing bonus” 
you get in sorbitol. Sorbitol is a unique humectant 
because it gives candy a softening effect over and 
above its moisture stabilizing properties. It makes 
fudge smoother in texture, creamier and more 
appetizing when first made . . . then maintains this 
distinctive difference until the candy is eaten. 
Sorbitol also reduces breakage during storage and 
shipment. 


Try sorbitol yourself. See what it can do not only in 
fudge but in dozens of other confections. For 
samples, technical data and assistance in formula- 
tions, write or call Atlas today. 


for October, 1955 





TEST THIS SORBITOL FORMULA 
FOR COATED FUDGE 


Sugar a ara ; . « 2B ibs. 
SORBO® sorbitol solution 14 lbs. 6 oz. 
A < Corn syrup 4 lbs. 6 oz. 
Sweetened condensed milk . 15 Ibs. 6 oz. 
Hydrogenated vegetable oil i. woe 


Chocolate liquor .. . . - » aoe 
Hydrogenated vegetable oil . . 2 lbs. 8 oz. 
Fondant . ; . .29 Ibs. 11 oz. 
Vanilla. . . 402, 


(on frappé : .8 Ibs, 12 oz. 
B 


Cook (A) to 248° F’. and add (B). Mix the batch well, cast 
into starch and enrobe the following day. 





FOOD 
INDUSTRY 
DEPARTMENT 











CHEMICALS DIVISION 
ATLAS POWDER COMPANY ATLAS POWDER CO., CANADA, LTD. 
WILMINGTON 99, DELAWARE BRANTFORD, CANADA 
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Let Fritzsche’s Experimental Food Laboratory 


Help You With Your Candy Flavoring Problems 


Test candy batches made in our Experimental Food Laboratory, above, provide candy manu- 


facturers with a practical basis for correct flavor evaluation and comparison. The service this 


laboratory offers is especially useful in the selection of flavors designed to create those special 


taste effects which manufacturers sometimes strive for in their deluxe assortments. It enables 


us to help them in the most practical way possible to judge the relative merits of any flavors 


they may have under consideration, whether they be of the custom-made variety or regularly 


offered stock flavors. Therefore, as a first step in correct flavor evaluation, why not take ad- 


vantage of this unique laboratory service before undertaking factory-scale batch tests of any 


untried flavorings? 





Write Dept. M for 
NEW 1955 FLAVOR CATALOG 


Also available: 

NEW FLAVOR DATA SHEETS 
featuring HARD CANDY 
APPLICATIONS and 
MAPLE FLAVORING SPECIALTIES 
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Established 


FRITZSC 


PORT AUTHORITY BUILDING, 76 NINTH AVENUE, NEW YORK 11, N. Y. 


BRANCH OFFICES and *STOCKS: Aflanta, Georgia, 
Obio, Cleveland, Obio, *Los Angeles, California, 
St. Louis, Missouri, *Toronto, Canada and * Mexico, D. F. 








Boston, Massachusetts, *Chicago, Ulinois, Cincinnati, 
Philadelphia, Pennsylvama, San Francisco, California, 
FACTORY: Clifton, N. J. 
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COVER: This new Bunte duplex cello bag is one of the new designs that 
the company is betting will give it a bigger share of the food 
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aging for self-service merchandising. A complete story of the de- 


velopment of the design begins on page 35. 
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Ss... Research Foundation has 
reported that it has spent over one 
quarter of a million dollars in inde- 
pendent research grants for scientific 
studies of dental caries, and their 
causes. However, they also show con- 
clusively that the whole subject is a 
complicated one, not subject to sim- 
ple explanation or “miracle” cure. 
The foundation has pledged itself to 
continue this fine work, to the ever- 
lasting credit to the statesmanship 
and public responsibility to American 
business executives. 

Up to now, the candy industry can 
claim practically no credit for this 
accomplishment, for its financial sup- 
port to this work has been nil. This 
fact makes it imperative that this 
industry provide at least the support 
it can do so easily, by publicising 
the work of the foundation through- 
out the business and _ educational 
world by word-of-mouth. It should 
also do the same job with the ex- 
cellent printed material provided by 
the foundation for distribution to the 
public and educational groups. 

It is certainly unfortunate that 
none of the associations in this in- 
dustry has not found it possible to 
become actively associated with this, 
or similar, program, dedicated ex- 
clusively to the benefit of the public. 


\" e received a promotion form 


letter from a supplier of preserved 
fruits that puts some sense into the 
calorie business. Enclosed with the 
letter was a reproduction of a Certi- 
ficate Analysis from a laboratory giv- 
ing the calorie counts for several 
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for Better Marshmallows 
the SAVAGE BEATER 


. . « IS YOUR ANSWER. The Savage latest improved sanitary 
marshmallow beater is constructed with stainless steel tank, shaft, 
paddles and breaker bars—100% sanitary. This beater is considered 
standard by manufacturers. 
Built for strength and dura- 
bility, it assures perfect 
manipulation of each batch. 
Hundreds of users in the 
United States and foreign 
countries prefer the Savage 
Beater for its economy in 
operation and performance 
in production, because it 
saves time, space, and op- 
erating cost. Four 200 pound 
Savage Beaters will supply a 
mogul for continuous opera- 


tion. 





THE FIRST COST IS THE LAST COST 


Unexcelled for volume and lightness 
Stainless construction—1009 sanitary 
No corners for contamination 

Outside stuffing boxes—no leakage possible 
Maximum beating for volume 

Faster heat discharge from batch 
Creates volume suction of cold air 
Larger water jacket for quick cooling 
6” outlet valve for quick emptying 
Less power needed with roller bearings 
Large two piece air vent—sanitary 


Direct motor drive 


Sizes available: 150 lb. or 80 gal. capacity 
200 Ib. or 110 gal. capacity 


SAVAGE oval type marshmallow beater also manufactured with 
stainless water jacketed, galvanized cast iron heads, paddles 
and breaker bars. 


Since 1855 


SAVAGE BROS. CO. 


2638 Gladys Ave. Chicago 12, Ill. 
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types of candies. Caramels, Chocolate 
Caramels, Chocolate Vanilla Creams, 
Pecan Fudge, Chocolate Brazil Nut, 
etc. all had calorie counts of from 
1800 to 2100 per pound. On the 
other hand Chocolate Cherry, Straw- 
berry, Grape and Raisin Cordials all 
had about 800 calories per pound. 
The pitch in the letter was that con- 
sumers will eat more of the cordials, 
because of their low calorie count, 
and eat them faster, than they will 
of the higher calorie type of candies. 
This the consumer does without real- 
izing the difference in calories, but 
because the lower calorie candies 
are not as filling. 

We like this approach to the calorie 
problem. The letter does not suggest 
that manufacturers promote cordials 
as low calorie candy, it merely sug- 
gests, and very soundly too, that the 
consumer will realize, without a lot 
of hoopla, that certain types of can- 
dies are less filling, and will eat more 
of them at one sitting. This is a 
fundamental fact of dietetics that ev- 
ery candy manufacturer should know. 

Incidently, it is a two edged fact. 
While it may act as a benefit in that 
the consumer will eat more of a cer- 
tain type of candy that he knows is 
less filling, he may also reject that 
type for the same reason, and prefer 
a candy that he knows from experi- 
ence is more filling, and therefore 
more satisfying. 


Bo and chewing gum are 


funneling through the chain food 
stores at a rate of better than $300 
million a year according to Chain 
Store Age Grocery Editions current 
issue. Last year chains with two stores 
or more reported sales of $306 mil- 
lions and the figure is expected to 
be even higher this year. Nationally 
this means that the chain food stores 
represent better than 20% of the total 
candy and chewing gum market. 

A rapid rise in food chain candy 
sales has occurred in the post-war pe- 
riod with an almost 300% increase 
reported by the Department of Com- 
merce between 1946 and 1954—a time 
when the total candy market has 
been relatively stable. This past year 
national consumption dropped from 
17.1 pounds per capita to 16.5 while 
food chains registered a 7.7% increase 
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Use it to improve quality control 
and efficiency in your processing 


This new booklet prepared by Girdler’s VOTATOR Division 
provides you with practical, working data on heat-transfer. 
Sections include: Application of VOTATOR* Continuous 
Processing Apparatus; Temperature, Heat, and Specific Heat; 
Basic Concepts of Heat Transfer; Properties of Heat Transfer 
Media; and handy conversion tables and conversion factors 
for processing work. 

Engineers of Girdler’s VOTATOR Division are the recog- 
nized leaders in developing processes and equipment for 
processing heat-sensitive or viscous liquids continuously 
under closely controlled temperature and pressure conditions. 
Thus you'll find this workbook accurate, authoritative, and 
up-to-the-minute. 

For your free copy, send the coupon today. The Girdler 
Company, Votator Division, Louisville 1, Kentucky. 


*VOTATOR — Trademark Reg. U.S. Pat. Of, 


tte GIRDLER Compo, 


A DIVISION OF NATIONAL CYLINDER GAS COMPANY 


LOUISVILLE 1, KENTUCKY 


VOTATOR DIVISION: New York, Atlanta, Chicago, San Francisco 
GAS PROCESSES DIVISION: New York, San Francisco 
In Canada: Girdler Corporation of Canada Limited, Toronto 
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WORKBOOK 


TYPICAL APPLICATIONS OF 
VOTATOR® HEAT-TRANSFER APPARATUS 





CHEMICAL and 
INDUSTRIAL PRODUCTS 


FUNCTION of 
VOTATOR APPARATUS 





Acetic anhydride ..... 
Chlorinated organics . 
SE “cn cwacdooes 
Drying oils .......... 


Gelatin and glue ..... 
Industrial starch paste 
Lubricating grease ... 


Naptholene .......... 


Paper coating ...... 
Paradichlorobenzene .. 
Petroleum polymers .. 
Pharmaceutical gels .. 
Photo emulsion ...... 


Printing ink ........ 
Resins (flvid) ........ 


Shaving cream ....... 
Ee 
Sodium chlorate ...... 
Sulfonates and sulfates 
Textile print gums 
ene 
ME cs (us eeedbaee 


Wax emulsions ...... 
Viny! chlorides ....... 











Crystallizing 

Cooling and flaking 

Emulsifying and cooling 

Control of reaction 
temperature 

Chilling and extruding 

Cooking and cooling 

Heating, cooling, jelling 
and homogenizing 

Cooling and 
crystallizing 

Cooking and cooling 

Crystallizing 

Polymerizing 

Cooling 

Cooling, jelling and 
extruding 

Heating and cooling 

Polymerizing and 
cooling 

Cooling and plasticizing 

Cooling and extruding 

Crystallizing 

Reacting 


Cooking and cooling 
Heating and cooling 
Crystallizing, extrud- 
ing and packaging 
Mixing and cooling 
Cooling and foaming 





Pees es es Ss SF SF SS SF SS SS ee eee 


THE GIRDLER COMPANY, VOTATOR DIVISION 
224 East Broadway * Louisville 1, Kentucky 


Please send me free copy of “Heat Transfer Data” 











Zone ____State 








| 

i 

' 

| 

i Company 
| Address 

: City 

4 My Name 
- My Position 
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in candy and chewing gum sales. 

The rise in food chain candy sales 
has been more rapid than with other 
chain stores which are also increasing 
in importance in the candy market. In 
1946 food chains did about 25% of 
chain store candy business; in 1954 
they accounted for over half of chain 
candy sales. 

The growth of candy’s importance 
in the food chains has come about 
from the increased traffic through 
those stores and the food chains’ suc- 


cessful search for a merchandising 
pattern to take advantage of that 
traffic. The chain food store figures 
show that the national appetite for 
candy is still good despite a decline 
in per capita consumption. 

In the post-war period food chains 
have made their increases by (1) in- 
creasing the number of varieties, (2) 
stocking more items in all seasons— 
particularly in the summer, (3) con- 
centrating on fresh, high quality can- 
dy and (4) promoting seasonal 





Today - you've got to 
hit the customer 


right in 





the eye! 


Make your product a stand-out among competing 
look-alike brands by adding the eye appeal of... 


Peacock Brand 








CERTIFIED FOOD COLORS 


Manufactured and Distributed by Wm. J. Stange Co. 


Chicago 12, Illinois 


Oakland 21, California 


in Canada: Stange-Pemberton Lid., New Toronto, Ont. 
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opportunities such as Hallowe’en 
which has now passed Christmas and 
Easter as the top candy volume sea- 
son. 

Confidential figures reported by the 
chains to Chain Store Age show that 
the food chain candy market is bro- 
ken down as follows: 


Percentage 


o 
Total 








Range 
Dollar Candy 

Classification Sales Sales Percentages 
Chocolates $77,000,000 25% 14-33% 
Bars (5¢, 

10¢ and 

chocolate ) 61,000,000 20 12-29.5 
Chewing gum = 311,000,000 10 6-17 
Jellies 24,000,000 8 2-18 
Hard candy 21,000,000 7 2.5-15 
Lollipops 14,000,000 4.5 1-5.5 
Mint candies 12,000,000 4 2-8 
Marshmallows 12,000,000 4 3.5-10 
Popcorn 8,000,000 2.5 1-3.5 
Packaged mints 6,000,000 2 1-3.5 
Miscellaneous 

(includes car- 

mels, toffee, 

taffee, licorice, 

and peanut 

candies ) 40,000,000 13 2-13.5 
TOTAL $306,000,000 100% 


The wide range of percentages for 
a specific category reported by dif- 
ferent chains indicate in some cases 
regional differences, but more gener- 
ally that the pattern followed by a 
specific chain may vary widely in its 
emphasis from that of a competitive 
chain—both highly successful in candy 
selling. 

Among the facts revealed by the 
food chains candy figures were: 

1. Hallowe'en is the biggest pro- 
motion date, followed by Christmas 
and Easter. 

2. About 7% of all the items in 
the store are candy items with typical 
figures for chains that have been 
highly successful in selling candy 
running at about 200 items, brands 
and sizes. 

3. About 25% of the items are 
holiday items such as Valentine 
hearts, Easter bunnies, chocolate San- 
ta Clauses, etc. 

4. Between one-third and one-half 
of all items are not stocked during 
part of the year. 

5. Chocolate sales are more impor- 
tant in the summer than in the past 
with a number of stores reporting 
that their number one and number 
two sellers in summer candy were 
chocolates. 

6. Bagged candies are getting in- 
creased attention from the food chains 
as a big volume and profit leader. 

7. Candy and gum sales typically 
account for 1.8% of a chain super- 
market’s total sales. 
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oodlings 


WE ARE INDEBTED to Felix 
Morley for this one: 

“If constant excitement 
and shoddy entertainment 
is the domestic diet, and if 
educational emphasis is all 
on rights at the expense of 
responsibilities, then inferior 
citizenship as well as juve- 
nile delinquency may be 
expected. And in that case 
the eventual preference will 
certainly not be for the 
American form of govern- 
ment, which can return to the people only what they 
themselves voluntarily give it.” 





CULLED FROM AN old issue of NATD’s Weekly Briefs. 

“Not because we wholly subscribe to the idea, but 
because someone made the statement in such a delight- 
ful manner that we are quoting it verbatim: 

““A business consultant is a person who knows much 
less about your business than you do yourself, but who 
is prepared to advise you on how to run it for a fee 
which your business could not possibly afford to pay 
even if it was run properly instead of according to his 
advice.’” 


THE RECENT NCA convention’s Sunday Get-Together was 
rated far more enjoyable than the Rumor and Gossip 
Party scheduled a year ago. 


THE EXPERTS TELL us it’s easier to get ringers pitching 
with quoits than with horseshoes. But we wouldn't rec- 
ommend Quoits as a candy trademark. 

Wuat De Met’s Herbert Knechtel told a joint production 
(NCA and AACT) session is that “the candy technologist 
cannot remain aloof from the problems of the candy 
industry, that he should be as much concerned about 
increasing the consumption of candy as any other candy 
executive.” 


ON THE suBJECT of economic liberties, the profressor had 
this to say: 

“There is no evidence to support the notion that 
big firms in general are able to get a competitive ad- 
vantage by observing lower standards of business conduct 
than are observed by their smaller competitors. The fact 
that a concern is larger than any of its rivals means that 
most of its policies and activities are conspicuous and 
must stand up under the scrutiny of competitors, sup- 
pliers, customers and government officials.” 


SOME TIME AGO we suggested to Hans Dresel that he 
set up a few joint meetings of candy technologists and 
candy sales managers so that each group might become 
better acquainted with the functions of, and the problems 
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by tom sullivan 


common to the others’ jobs. This, as a start toward a 
more concerted effort to boost candy consumption. 

AACTers thought the idea commendable but it was 
suggested later that the NCA would be the better medi- 
um for the purpose. 

Well, maybe both groups will have quite a ball for 
themselves at some future conclave. Perhaps Bob Welch 
will make a note of this for June ‘56 in Boston. 


AMERICAN BUSINESS HAS created close to nine million 
jobs since World War II, neatly keeping pace with 
demand. 

And that, says the U. S. Chamber of Commerce, should 
throw just about the last spadeful of earth over the 
grave of the notion that improved technology causes 
unemployment. 


Our OLD FRIEND, Literary Agent Fabian Carruthers, nee 
Igor Shildkraut, has been a weekly visitor for the past 
month. 

Our Carruthers account now reads: 8 Gibsons, 4 lunch- 
es, 4 B and Bs. 

Fabe wasn’t kidding when he asked how the so-and-so 
could one live in his game without ideas. 

Just imagine: if he has a half dozen clients and a 
dozen prospective clients, room and board add up to 
no problem at all for him. 


THe New York Times recently revealed that a patent 
has been assigned to a product which when dissolved 
on the tongue covers the taste buds until the temptation 
of pie a la mode is past. The Times “lead” to this news 
is that “overweight persons can now reach for a patented 
tablet instead of a sweet.” 

If this doesn’t raise your dander, we'll make so bold 
as to ask if some candy manufacturer with idle tablet 
equipment would like to dig further. 

The inventor of the “appetite satient” is Edgar A. 
Ferguson, Jr., a Brooklyn pharmaceutical chemist. 


THe WasHINGTON Report of the USCC carries a reprint 
of a piece, “People Are Everything,” from a banking 
publication. The opening paragraph: 

“One of the more heartening signs of our times is the 
way in which organized business is devoting its energies 
to the building of a prosperous economy and to the 
creation of a social and political climate in which it can 
endure. Involved in this process is not only the task of 
influencing the opinions of others, but also that of creat- 
ing correct attitudes—of injecting into the thinking of 
the people making up our social structure an increasing 
ability to distinguish between what is right and what 
is wrong as a matter of principle, along with a steadily 
growing regard for what is right.” 

Sorry to say, a much greater regard is needed for 
what is “involved in this process.” 
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Latini’s Proven Profit Maker 


200 Pops Formed & Wrapped 
Per Minute 


Low labor pop operation—one operator does work of 4 people. 
The wrapped pops go right through for cooling, then packing. 
There is no handling, chipping, breaking, etc.— 

Die pop is free of fins—eliminating scrap. 

Positive stick insertion—all straight and true. 

Weight of pop is variable without change of dies. 


Sandwich wrap saves up to 50% of other type wraps. 


it All Adds Up to Profits with a Quality Item 








LATINI DIE POP MACHINE 
WITH CONTINUOUS WRAPPING ATTACHMENT 





BERKS MIXER 


Hard candy kitchen’s great- 
est labor saver. 


Uniformly incorporates color, 
flavor and acid; also 10% 
scrap. 


75 to 125 pound batches at 
rate of 1,000 Ibs. per hour. 


Now Available: Berks Spe- 
cial 50-75-lb. batches de- 
signed for moderate size 
kitchen. 








a > oy To 

ee . a pie Guaranteed to proper- 
ly sand the full output 
of a mogul! 


Enlarged steaming 
chamber. 


Non-corrosive metals 
wherever steam and 
sugar meet. 


Also Available 
A Supplementary 
Steamer. 


Supplementary steam- 
ing brings out the 
natural brilliancy of 
sugar crystals and 
fe i forms a protective film 
ws simulating crystallized 


THE LATIN! SANDER candies. 





HOHBERGER CONTINUOUS COOKER 
F35 -_-- 2 
f 
i 500 to 2,000 Ibs. per 


hour of clear, dry 
glossy sugar. 






Positive piston sugar 
pump. 


Split-second hydraulic 
lift. 


2-stage rotary vac- 
uum pump. 


“Final cook’’ tem- 
perature indicator. 





HOHBERGER BALL MACHINE 


: 





Only one operator required to produce up to 1,200 Ibs. per 
hour. 
You can produce: 
Balls—clear, pulled or honeycombed filled—9/16" to 1%” 
diameter. 
Sunbeam Starlights: stripes brought down to center without 
expensive inlay. 














Representative 
ohn a 7 Yman, 7 
152 W. 42nd St. New York 36, N. Y. 
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Capture your share 
of America’s ‘‘Heavy’’ Market 
with 


NEW PFIZER CALCIUM CYCLAMATE 


If the dietetic shopper isn’t on your “wanted” 
list you’re overlooking a tremendously reward- 
ing market! Over 34 million men and women are 
overweight or have diabetic problems. 

That means one out of five people is a perfect 
prospect for your product sweetened with 
Pfizer Calcium Cyclamate. And it’s no wonder 
the retailer is so eager to please these shoppers. 
They go from store to store with their shopping 
lists for those low calorie (but high profit) 
foods and drinks. 

Pfizer Calcium Cyclamate is the ideal sweet- 
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ener for your product. It’s highly stable. Doesn't 
lose its sweetening effect in cooking, baking, 
canning or freezing. Doesn't impart bitter off- 
tastes or after-tastes. And it’s compatible with 
all flavorings. 

And Pfizer is your ideal source for technical 
help, with vast experience in food and beverage 
ingredients covering nearly acentury of activity. 
Learn more about how you can put your 
product within reach of that “‘super-potential” 
shopper with new Pfizer Calcium Cyclamate. 
Contact Pfizer now. 

















THE NON-CALORIC SWEETENER 


Manufacturing Chemists 
for Over 100 Years 


CHAS. PFIZER & CO., INC. 
Chemical Sales Division 
630 Flushing Ave., Brooklyn 6, N.Y. 


Branch Offices: Chicago, II!.; Atlanta, Ga. 
Vernon, Calif.; San Francisco, Calif, 
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SCOTCH 


FLAVOR 














BY Tastes Like a Million... 





Sells the same way, too! Yes, sir, I'm blowing my 


bagpipes to the tune of the new P & S IMITATION BUTTERSCOTCH. 


It’s so real and “scotchy”’, it’s just like the OLD- FASHIONED KIND 


mother used to make! 


Write now, for a free sample of this delicious flavor. 





'neorRreeoserRArTeE O 


667 WASHINGTON ST., NEW YORK 14,N. Y. 


Offices: Chicago, Ill.; Detroit, Mich.; Los Angeles, Calif.; Toronto, Can. 
Plants: Teterb & Guttenberg, WN. J.; Culver City, Calif.; New York, WN. Y. 
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IT’S ONE OF THE OLDEST OF MANUFACTURED FOOD PRODUCTS! 


Confectionery is known to have existed during the time 
of the Pharaohs. Early Egyptian manuscripts and draw- 
ings reveal that homemade preparations of honey mixed 
with nuts, dates and figs were enjoyed by inhabitants 
of the great Nile valley...as early as 2000 B.C. 


REMEMBER THIS ABOUT CANDY! 


for finest quality and best results . . . 


“* ANHEUSER-BUSCH 
nouns, STARCHES 
Rag «ea... CORN SYRUPS 






\7 
ANHEUSER-BUSCH, INC. ¢« CORN PRODUCTS DEPARTMENT ~- ST. LOUIS, MO. 
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Candy Making Problems? 


Call on Armour Technicians 

to help with new formulas 

to solve production problems 

to make better caramel-type candy 


“« NEW ARMOLA 


The quality oil made from 
specially selected food fats 

















@ Delicate nut-like flavor © Easier, quicker blending 

@ Improved stability—no with other ingredients 
rancidity problems @ Creamy-smooth consist- 

@ Easy replacement... use ency with buttery color 
10% less in your present © In drums or tank cars to 
recipes suit your operation 


Caramels, bar goods and nougat-type candies cut easier, 
improve in flavor when made with new Armola, the new 
type oil developed, tested and made by Armour and 
Company. Use Armola to be sure of a steady depend- 
able source for the quality oils you need for your candy. 


ARMOUR AND COMPANY 


Refinery Sales Department ¢ Chicago 9, Illinois 


~ 
| 
| 
Let Armour Technicians show you how Armola has 
solved many production problems for candy makers... | 
helped them increase sales and profits by making better | 
candy. To get this kind of help for your operation, write 
Armour and Company, Refinery Division, Chicago 9, IIl. | 
| 

| 

- 
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Write for your copy of the informative 
National Certified Color Catalog giving 
helpful information on blends for popular 
food-color shades, suggestions on the prep- 
aration and care of stock solutions for 
various food products and other useful 
data. No cost or obligation. 





~~ CERTIFIED COLOR DIVISION 
NATIONAL ANILINE DIVISION 


Boston Charlotte Chicago 















We manufacture 18 Primary Certified Food Colors and 
51 Blends ...a complete line of 69 shades from which 


almost any color in the spectrum can be reproduced. 


These National Certified Food Colors are produced 
wholly within our Buffalo plant by men who under- 
stand and respect your insistence upon purity. Each is 
standardized in the strength that our 50-year experi- 


ence has shown to give most satisfactory results. 


For uniformity, solubility and brightness of shade, 


always specify National Certified Food Colors. 


ALLIED CHEMICAL & DYE CORPORATION * 40 RECTOR ST., NEW YORK 6, N. Y. 
Philadelphia Portland, Ore. San Francisco Toronto 


Pb 4 
NN 








IMITATION FRUIT FLAVORS 
AT 


Lowest COS 




















- 

| H. KOHNSTAMM & CO., INC. Dept. MC i 

| 89 Park Place, New York 7, N.Y. 

Hy 

1 Please send me information on your TRUBASE Imi- ‘ , ‘ . : 

vie socse nie nag With a major base in true fruit flavors forti- 

Name fied with expertly blended synthetics to in- 

| . 

Company sure lasting taste and aroma, the TRUBASE 

| ress. . . * 

is line gives candy, especially fondants and 
City. Zone State 

Sia aie late sntelincmcegcnliage 7 fillers, real fruit taste at lowest cost. 


RASPBERRY x CHERRY x PEACH x PINEAPPLE x STRAWBERRY x AND OTHER FLAVORS 





FIRST PRODUCERS OF CERTIFIED COLORS 


KOHRSGTARERM & COMPARY Enc. 


ESTABLISHED 165! 


89 PARK PLACE, NEW YORK 7 « 11-13 E. ILLINOIS ST., CHICAGO 11 + 2632 E. 54 ST.. HUNTINGTON PK., CALIF. 
BRANCHES IN OTHER PRINCIPAL CITIES OF THE U.S.A. AND THROUGHOUT THE WORLD 
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Natural Honies 


A discursive ramble at home and abroad for 
discriminating and progressive candy men 


by ROBERT WHYMPER 


The total amount of natural Honey used by occi- 
dental Confectioners as a sweetening-agent with mois- 
ture-retaining properties is small compared with that 
of commercial Invert Sugar, while non-hydroscopic 
Sucrose has, of course, become almost the universal 
sweetener in both hemispheres since its first bulk 
refinement in Europe in the form of Crystal Cane 
Sugar somewhere in the 16th century. Yet, if all 
the ‘Honies’ included as ingredients of Candy and 
other Confections the world over for their various 
aromatic properties were computed, figures for com- 
mercial Invert Sugar would look very small indeed 
in comparison. It should, perhaps, be explained at 
the outset with regard to this statement that, outside 
‘pharmaceuticals’, those candies at all popular to 
western tastes today when containing any appreciable 
amounts of ‘Honey’ mostly originated in the Near 
and Far East where they are still made in very large 
quantities for local consumption and for export—the 
‘Halvas’, “Nougats’, “Rahat Lokoum’ (‘Turkish De- 
light’), for instance—with many all-Honey confections 
of regional interest only. 

The oriental forms of Honey-candy adopted in the 
West owed their ‘delight’, and still do when prepared 
with suitable grades of ‘Honey’, largely to the speci- 
fically delicate perfumes of the nectar gathered by 
the Bees from the flowers that differ in species and 
abundance in every country and district of the world. 
The improper tendency to ‘lump together’ all the 
many Honies as “Honey” is an error not a little 
encouraged by careless writers of “Recipe Books’ and 
by manufacturers of synthetic essences who are in- 
clined to label simply as “Honey Essence” their chem- 
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icals when possibly approximating in aroma one of 
the many forms of the natural product—about on the 
par with a merchant offering his wares to a prospec- 
tive customer as “a piece of meat”, “canned fruit”, 
“a cheese”, or “a sausage” without any more definite 
specification. Unspecified ‘Honies’ and the word “‘Hon- 
ey used without qualification are shown in ‘quotes’ 
throughout this article. 

I have always been fond of Bees since some sort 
of brotherhood was established between us when, 
as an ‘old-time’ but still effective remedy for acute 
rheumatism, (an affliction contracted in World War 
I), I had been more advantageously stung by Bees 
than by Doctors, thus possibly retaining some acid 
‘Bee-blood’ still in my veins. And I am inordinately 
partial to their hives’ honied sweetness in the natural 
‘comb’ when taking my frugal French-style breakfast 
in Provence (noted for its “Miel des Alpes’, ‘Lavender 
Honey’, and ‘Orange Blossom Honey’), or in Greece 
where, from time immemorial, the exceptionally fra- 
grant Honey gathered on the flowery slopes of Mount 
Hymettus has been considered a ‘gourmet’s’ treat and 
not as ‘just another Honey’ but, unfortunately today, 
a relatively costly luxury. I am aware, however, that 
so-called “Honey Flavor” (vaguely and inadequately 
so termed) is not a universally popular one though 
its natural variations are numerous and different 
enough to suit almost any exacting sweet-lover—a 
case of individual ‘taste’ perhaps comparable with 
that for the Olive, Caper, or Garlic, which is said 
to be “acquired”. My wife happens to be one of 
the eccentrics who thoroughly approves of Olives, 
Capers, and Garlic (in moderation) while so disliking 
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all ‘Honies’ that she herself resents being called “Hon- 
ey” even by her doting husband who has tried to 
impress upon her that it is the duty of every wife to 
strive to earn the title synonymous with royally in- 
spired “perfumed sweetness”—but all to no avail! 

Bees, as all the world knows from the poetical prose 
of Maurice Maeterlinck, and the scientific studies of 
Lord Avebury and Henri Fabre, have developed a 
near-perfect system of communal existence within 
their hives, which might be called a “Communistic 
Queendom” where a communism strictly regulates its 
functioning while entirely dependent for its continu- 
ity upon aromatically Honey-fed Queens and their 
unfortunate consorts. The love-flight of a single Queen 
from a hive where she had been carefully raised 
amid a thousand laborers and a hundred would-be 
lovers is attended by a competition of endurance 
among her suitors all of whom die in the race, the 
majority falling by the way in vain, too feeble for 
pursuit, the one successful winner dropping to his 
death immediately following consummation of his 
and her desire. It is to be hoped, however, that any 
such admission on my part showing sympathy with 
‘Apistorial Communism’ that sometimes demands mass- 
suicide would not be held against me should I attempt 
to re-enter The United States during the red-rash 
epidemics apparently afflicting that otherwise most 
healthy country. 

I believe that the remarkable variations of ‘Honey’ 
are not fully appreciated today. Nothing could be 
more different in flavor and aroma than, apart from 


those already mentioned, the dark ‘Heather Honey’ 
from the heath-clad hills of England and the moors 
of Scotland, the ‘Mimosa Honey’ and ‘Eucalyptus 
Honey’ of Australia and S. Africa, the ‘Rose’ Honies 
of the Central Provinces of India and of the Balkans 
(particularly Bulgaria), the Honey of Piedmont, Italy, 
so suited to its particular ‘Nougat’ (“Torroni di Alba’), 
and the paler ‘Clover Honey’ abundant in N. America, 
which is usually too insipid for providing a pro- 
nounced flavor in candies. And then there is “Tupelo 
Honey’—that strange exception in that it runs appre- 
ciably higher in Levulose than the usual approximate- 
ly 50/50 Levulose/Dextrose ratio for other Honies, 
a peculiarity which, according to my records, enabled 
it to be used by some imaginative sportsman as “the 
ideal liquid-core for golf-balls”, though the why and 
wherefore, if true, I cannot tell. The higher Levulose- 
content of “Tupelo Honey’ might, with greater reason, 
cause some hard-thinking on the part of makers and 
advertisers of the much boosted, newly commercial- 
ised, synthetic ‘Sorbitol’ (announced as an “humec- 
tant”—horrible word like “expectorant’ and some other 

. ants’) if it were properly exploited, imitated, 
and even more truthfully explained to the Candy In- 
dustry through some unbiased, scientific Army Quar- 
termaster or other publicity agent. And there is yet 
another point of superiority over both ‘Sorbitol’ and 
commercial Invert Sugar that might be claimed by 
not only “Tupelo Honey’ but by all natural Honies 
and that was recently mentioned by our contempo- 
rary the ‘New Yorker’ (June 25th. 1955.) Said the 
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We. dwitluic Crarctonitt-we tll Gt. wos! 


Delicious Cransweets are firm, whole processed cranberries, ready to be used 
in a cordial center. They’re made by a process that retains both the natural 
color and the distinctive cranberry flavor. Sweetness is added, but a touch 
of tartness remains to provide that mouth-watering appeal. Cransweets are 
as easy to handle as other fruit centers. Available in graded sizes ranging 
from 1300 to 3000 count per gallon— six pounds of drained fruit. Add 


taste-tempting cordialized Cransweets to your candy line now. 
*Trademark of Wisconsin Alumni Research Foundation 


send for your FREE sample 


Get acquainted with Cransweets. Obtain a generous 
sample, by sending a request on your letterhead to: 


CRANBERRY PRODUCTS, Inc. 


WISCONSIN 





THE MANUFACTURING CONFECTIONER 








edit 
reac 
othe 
cam 
wee 
Is i 
nect 
Rus: 
“lea 
tic-f 
hanj 
of p 
en ¢ 
men 
York 

Be 
Suc 
they 
enzy 
Inve 
a tri 
By | 
refin 
posit 
becc 
bette 
on t 
mince 
mak 
a pt 
Sugé 
tuna 
disac 
tione 
‘Que 
furtl 
tion 
com! 
natu 
to it 
But 
‘synt 

Bu 
wou 
activ 
parti 
tic | 
own 
most 
that, 
“Hon 
and 
equa 
‘Sup 
Bee 
qual 
is no 
its ix 
And 
‘Ersa 
food. 
ment 
are | 


opp 


for ¢ 





yn, 
nd 
al- 


er 
ad, 
[n- 
ar- 
yet 
nd 
by 
ies 
0- 


the 


NER 





editor after remarking upon the unexpectedly mild 
reactions of Bees to the wail of sirens, to shock, and 
other modern afflictions of human civilization—“It 
came as no surprise to us, after all this, to learn, last 
week, that honey is a splendid cure for hangovers.” 
Is it possible that there may be some political con- 
nection between current claims for American-made 
Russian “Vodka’ that it has “no liquor taste” and 
“leaves no trace of liquor breath” and for communis- 
tic-produced ‘Honey’ that it is “a splendid cure for 
hangovers”? There is no knowing the ramifications 
of propagandists from behind iron curtains and wood- 
en and straw-covered hives, even via the advertise- 
ments and articles of the eminently entertaining “New 
Yorker’. 

Bees have never been able to transfer to their hives 
Sucrose as such (when it occurs) from the flowers 
they frequent, being constitutionally acidically and 
enzymatically contrarily inclined, and their natural 
Invert Sugar is almost invariably without more than 
a trace of Sucrose but always colored and aromatic. 
By feeding with foods unnatural to them, such as 
refined Sugar solutions or Glucose Syrup (the latter 
positively injurious to their health), their ‘Honey’ 
becomes, however, ‘anaemic’ and nearly flavorless, no 
better than a ‘denatured Honey’ occasionally offered 
on the market. On the other hand, even a feeble- 
minded member of the modern ‘Ersatz’ School can 
make a sort of ‘Synthetic honey’ by the addition of 
a pungent essence to the tasteless Refiners’ Invert 
Sugar, as already intimated; and this fact has unfor- 
tunately placed all natural Honies at a commercial 
disadvantage among our less discriminating confec- 
tioners. The invasion of the Bee ‘Realm’, ‘Soviet’. 
‘Queendom’, or “Whatever by clever chemists has 
further extended into a frequently enforced introduc- 
tion into the hives of a partially or wholly ‘synthetic 
comb’ that is not at all to my liking in ‘taste’ since 
natural Beeswax adds a certain complementary flavor 
to its ‘Honey’, that is also by way of being a fixative. 
But then gastatorially, I don’t like any unnecessary 
‘synthetics’ or other substitutes for natural products. 

But, at this time of writing (Augus, 1955), it 
would appear that “Busy Bees’ have been nearly as 
active and economic producers of most of their 
particular varieties of Invert Sugar in their communis- 
tic Hives as have been more mighty Men of their 
own specialty in capitalistic Refineries with all the 
most modern mechanical equipment. That is to say 
that, with the prices of the natural, least interesting 
‘Honies’ (deflavorised and decolorised on occasion) 
and of Refinery-made Invert Sugar approaching 
equality on the market, the old economic law of 
‘Supply and Demand’ has been operating against the 
Bee products, and the special superiority of the finer 
qualities of ‘Honey’ as a pleasing form of sweetness 
is not being fully utilised by our Confectioners while 
its inferior varieties are being held in even less esteem. 
And this to me is odd! Or is it really odd in this 
‘Ersatz Era’ when, for one reason or another, natural 
foods are no longer considered adequate for nourish- 
ment without ‘doping’, or when artificial substitutes 
are recommended whenever possible by commercial 
opportunists preying upon too-credulous peoples? 
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I am certainly not so mediaevally-minded as to 
advocate a return to the ‘Honey Era’ of some five 
centuries ago, however advantageous in certain epi- 
curic directions that might be, or to suggest replace- 
ment in candies of all the beautifully white and 
refined Invert Sugars of commerce by colored, aro- 
matic, and vitaminous Honies, for that would be 
some kind of idiocy. Besides, and apart from my 
amicable and busy Bees, I know also many industrious 
workers among the Sugar Refiners whose friendship 
I value still more from long association, who have 
never ‘stung me’ with my eyes open or shut. Indeed, 
my first personal welcome to The United States more 
than thirty-five years ago was by the two then-leading 
representatives of ‘Nulomoline’ (American Molasses 
Corp.)—the two ‘Jims’, James P. Booker formerly, 
and James A. (‘The’) King still regnant in that Com- 
pany, both of whom have long honored me with 
their friendship, though who knows what their reac- 
tion may be after reading this article? For it has to 
be admitted that the neglect of the use of ‘Honey’ by 
western Confectioners must be laid, to a large extent, 
to the pioneers and propagandists of what was origi- 
nally claimed (justifiably only by a sugar-analysis ) 
to be a “Honey Substitute”. 

Some years ago Mr. James A. King published an 
interesting article on candies or candy-types contain- 
ing ‘Honey’ to be found in the Near and Middle East 
—an excellent article in every way, to which I wish 
I had access at this time in order to save redundancy. 
But, perhaps because of more practical and longer 
experience in oriental countries, I may be able to 
arouse, from a different angle, some new interest in 
a subject deserving further attention right now on 
behalf of my insect friends. There are, to be sure, 
several geographical and historical aspects of the 
case that call for special notice in this my appeal as 
advocate. 

Generally speaking, the Far East (India not ex- 








AJAX CANDY Co. | 
PROFITS 

















“All those in favor of taking out another peanut, 
say Aye.” 











Page 23 





cepted in spite of its earliest, pre-European, use of 
Sucrose from its indigenous Cane and Palm) and 
the Levant (European and African countries border- 
ing or near the eastern Mediterranean Sea) were, 
and still are, the true homes of ‘Honey Candies’ and 
other ‘Honey Confections’. The preparation of several 
of these delicacies spread, during past centuries, 
through the agencies of returning Crusaders in the 
llth and 12th centuries, and of later invaders from 
Moslem Africa and of their Moslem friends in Turkey, 
well over South and Central Europe—into Spain, 
Italian Liguria, Austria, and French Provence and 
the Rhone Valley, for example, where some of the 
best-known ‘Honey Candies’ and ‘Honey Cakes’ are 
still to be found, usually modified today by the intro- 
duction of Sucrose, both dry and as ‘Syrups’, into 
the formulae, a change that, with few exceptions, has 
enhanced rather than decreased their popularity 
among us for reasons of convenient handling only. 
There are, however, some striking examples of for- 
mer delicious all-Honey confections entirely disappear- 
ing from western markets, solely owing to the 
aplpication of the greater commercial advantages of 
Sucrose as the drier sweetening-agent, of which brief 
mention will be made later. 

Before proceeding to the above considerations, it 
should be first noted that those western countries 
now using the least ‘Honey’ in their confections for 
its flavor are those with a relative abundance of fine 
flavory ‘Cane Syrups’ such as the ‘Golden Syrup’ 
of England, and other ‘Cane Sugar Syrups’ and “Mo- 
lasses’ and the delightful natural ‘Maple Syrup’ (also 
said to be an “acquired taste”) of North America. 
France is an interesting case in point—a country that 
was one of the first (if not the first) to refine Cane 
Sugar during the 16th century in Europe in its south- 
ern City and Port of Marseille, from Cane Juice 
brought by sea from its tropical colonies, and yet 
today is almost entirely a Beet Sugar country without 
pleasingly flavored by-products from its Sugar Re- 
fineries—though the Beet Sugar Industry was com- 
mercially encouraged only at the beginning of the 
19th century by Napoleon Bonaparte during the Brit- 
ish blockade. It is with some difficulty that one can 
now obtain on the open market in France a ‘Cane 
Syrup’, or ‘Molasses’, or ‘Brown Cane Sugar’ in any 
quantity from a French Refinery. This fact, no doubt, 
accounts for the continued greater use of ‘Honey’ in 
French confections—true Honey-flavored Hard Can- 
dies and Candies filled with genuine liquid “‘Honies’ 
being, as minor examples, much more popular in 
southern France than in America. 

It should be further noted that tradition dies hard- 
er in the Old World than in the New, and that in 
Mediterranean countries (especially those of Moslem 
persuasion) maintenance of time-honored quality of 
food-products (whether or not liked or appreciated 
elsewhere) is regarded, strange as it may seem, as a 
virtue and the faker with suspicion. The especial 
liking for natural Honey, regardless of the greater 
inroads in other places made by ‘synthetics’ or sub- 
stitutes is a fact to be observed in the cases of 
Orientals and semi-Orientals, while it had its parallel 
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in Central and South America (before the natives of 
the Americas knew that even the Sugar Cane existed, 
a novelty imported into San Domingo, Cuba, and 
the W. Indies generally from Europe about 1510) in 
the Sucroseless days of Montezuma whose favorite 
beverage ‘Chocolatl’ depended for its acceptance as 
much upon the quality of the ‘Honey’ used for its 
sweetness and contributing-perfume as upon the fine 
flavor of the Cacao specially selected for the Emper- 
ors consumption. It is not irrelevant to remark at 
this point that natural ‘Chocolate Flavors’ (in either 
solid Chocolate or ‘Chocolate Syrups’) are as sympa- 
thetically ‘matey’ when compounded with certain 
grades of ‘Honey’ as are certain grades of Ham and 
Bacon with sound Eggs ‘glorified’ in The United 
States—though the recognition of the former natural 
taste-combination seems to have been successfully 
exploited, so far as I know, by only one famous and 
prosperous firm in our world-wide Chocolate Indus- 
try. Here, then, is a hitherto somewhat neglected field 
for Confectioners to explore. 

Regarding the Sucrose situation in the Americas, 
today the largest growers of Sugar Cane and refiners 
of Cane Sugar in the world, it is often considered 
unbelievable that the American continent and neigh- 
bouring Islands had never seen a Sugar Cane until 
the Portuguese and Spaniards brought it from Europe 
early in the 16th century, De Candolle in his famous 
‘Origin of Plants’ gives us some information on this 
point. The Sugar Cane, brought from India, (where 
it was indigenous between Cochin and Bengal,), had 
been first cultivated, with ill success, in N. Africa (in 
Tripoli and Syria) whence, in 1138, it was taken to 
European Madeira and Sicily with equally disappoint- 
ing results. The discovery of ‘Hispaniola’ by Christo- 
pher Columbus, who thought he had found ‘India’ 
(Whence our names for ‘The West Indies’ and ‘Amer- 
ican Indians’), stimulated that remarkable genius to 
send Sugar Cane seeds and cuttings on some of his 
later ships to the ‘New World’, with the phenomenal 
results as we know them today. But, before that 
epochal event and for a good many years thereafter, 
‘Honey’ was the only sweetening agent known by 
Man outside Asia and then used with nice descrimina- 
tion as to its specific aromatic properties. The wise 
reader will not consider this ‘ramble’ from the main 
route of our discourse as irrelevant if he gives it a 
moment's consideration. 


Reverting to the European situation, it is sometimes 
forgotten also that Saracens (claiming descent from 
the biblical ‘Sara’), Arabs, Moors, and Turks (all 
Moslems) invaded, over-ran, and occupied for various 
terms of years a very large portion of South and Cen- 
tral so-called “Christian” Europe. The Moors, as we 
know from history, ruled over the greater part of 
Spain for 750 years (711-1460), and the Saracens and 
Turks (allied under Barbarossa) invaded and occu- 
pied a hundred places of importance along today’s 
‘Rivieras’ and throughout French Provence and Italian 
Liguria as late as the mid-16th century, leaving be- 
hind them, after their expulsion, many of their habits 
and customs and words and miscegenous offspring 
easily recognisable by anyone interested in ethnology 
and anthropology. And elsewhere, all along the tracks 
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of Moslem occupation of Christian lands, we meet 
the signs of a greatly influential civilization (even 
when piratical) and of a highly aesthetic culture 
that originated in the Middle East whence, be it 
observed, came our own Christianity also. 

To those Moslem invaders from Africa and from the 
semi-Asiatic Turks we owe a great deal in Europe 
for the introduction of many delicacies—to the Turks, 
always friendly with the Arabs, for bringing with 
them Coffee to Vienna during their occupation, where 
the ‘Moka’ still remains outstanding, and to other of 
those invaders for popularising many ‘Honey Confec- 
tions’ throughout the lands in which they sojourned. 
Apart from the ‘Honey Candies’ and ‘Honey Jams’, 
there is the ‘Spice Cake’ (Fr. ‘Pain d’Epice’) to be 
found at its best in French Provence and in Italian 
Bologna (‘Pan Speciale’) when properly made with 
a good ‘Honey’—a particular specialty manufactured 
more extensively and commercially in these days in 
Germany and Alsace, however, but with less regard 
paid to the Honey-content that is completely omitted 
in the English ‘Ginger Cake’. It is understandable, of 
course, that local adaptations of such confections have 
taken place through the centuries with changing popu- 
lations and with the introduction of new ingredients 
and ‘foreign’ immigrants. 

My third recent and present visit to Italian Liguria 
and French Provence and the Rhone Valley, of whose 
fruitfulness I have already written in some distant 
past, has again convinced me that the Honey-situa- 
tion in the ‘Confectionery Industry’ as a whole in 
the West can be best studied and appreciated in 
these definitely, if ancient, ‘Honey-minded’ districts— 
a decline and fall in the preparation of some all-Honey 
confections through the agency of Sucrose and a 
great revival in other instances in which the total 
consumption of ‘Honey’ in Candies has been enor- 
mously increased by modern methods of commercial 
exploitation but mainly, through the agency also of 
Sucrose. I propose to mention here only the towns 
of Apt and Montelimar as two extreme cases—the 
former with a great reputation for its ‘Honey Con- 
serves’ already prior to the 14th century but in the 
present Era celebrated for its “Crystallised Fruits’ 
which were only possible to be prepared as such since 
the greater availability of Sucrose but in which ‘Honey’ 
now plays no part whatever; the latter a larger town 
still growing in fame for its still older, oriental, wholly 
‘Honey Nut-Jam’ converted, in recent centuries, into 
the more convenient solid ‘Nougat’ through the ad- 
vent of Sucrose on the market, but maintaining most 
of its original delicacy by reason of its relatively high 
content of ‘Honey’ of exceptional quality to be found 
locally in the Drome district. 

Apt (the ‘Apta Julia’ founded by the Romans about 
2,000 years ago) is situated in the finest fruit-growing 
district of Provence, and its inhabitants are now pro- 
viding the world with some of the best ‘Candied 
Fruits’ -or ‘Crystallised Fruits’ (including the famous 
‘Bigarreaux Napoleon’ Cherries both candied and 
canned) as well as experts in their preparation, many 
of whom have emigrated to the ‘New World’ to the 
betterment of America’s already large industry in 
‘Fruit Candies’. I have not been able to find records 
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of Apt’s fame for its ‘Fruit Confits’ prior to the mid- 
14th century (long before Sucrose was available )— 
but, when found, they leave no doubt as to the 
deserved reputation already acquired for that town’s 
all-Honey fruit-delicacies some six centuries ago. It 
is, for instance, on record that the “connaisseur” 
Pope Clement VI (pontifically reigning in Avignon 
1342-1352) was a large and regular buyer of assorted 
fruits of Apt conserved in local ‘Honey’ and Grape 
Juice. These conserves, it must be understood, were 
more like a “‘Whole-fruit Jam’ or ‘Canned Fruits in 
Heavy Syrup’ (though then cooked in ‘Honey’ and 
Grape Juice only) than a Candy such as modern 
‘Crystalized Fruits’, that could be conveyed to the 
mouth with the fingers without undue stickiness. 
Moreover, the color of the fruits cooked in ‘Honey’ 
were not of the brilliance expected by housewives in 
the often chemically bleached, anti-oxidant-treated, 
and sometimes artificially colored fruit-conserves they 
purchased over the counter in cans today in our age 
when eye-appeal is considered more important than 
flavor. But, until you have tasted the now-rare and 
solely ‘home-made’ dusky conserves of Peaches, Apri- 
cots, Figs, or Cherries preserved in the Honey of 
Provence, you may pass as a label-expert of ‘canned 
goods’ but not as a qualified judge of ‘Fruit Conserves’. 
The cooking of ‘Honey’ to any high temperature for 
any length of time is destructive to its full aromatic 
properties, and the successful preparation of a first- 
class ‘Honey-Fruit-Conserve’ is not without its techni- 
cal tricks. 

MONTELIMAR ( Drone) owes its fame to its “Nou- 
gat’, a confection almost synonymous with the name 
of the town producing it in largest quantities. 

Etymologically, the word ‘Nougat’ is derived from 
the local dialectical noun ‘nougou’ (nut) combined 
with the French word ‘gateau’ (cake). ‘Nougat’ was, 
therefore, once purely a ‘Nut Cake’ which it remained 
to be until the importation of the Almond Tree, a 
native of Asia, into France in the middle of the 16th 
century, since it first consisted only of filbert nuts 
(Fr. ‘noisettes’) preserved in local ‘Honey’, while the 
inclusion of egg-whites in the formula though early, 
if of uncertain date. The earliest description of Mont- 
elimar’s specialty speaks of it as a ‘Confiture’ (‘Jam’) 
and was of the same type as that made for centuries 
previously in Babylon, Athens, the highly cultured 
Greek cities of Ionia, and in Carthage. It is not 
surprising, therefore, to learn that Marseille was 
originally more famous for its ‘Nut Jam’ than was 
Montelimar, the former town having a much earlier 
association with the Phocaean-Greeks from Ionia, and 
with the Carthaginians, for further instance, whose 
temples to their god “Melkath’ have been identified 
there, ruins and relics of which I have seen, and 
that existed several centuries before our ‘Christian 
Era’. 

Historical records show that in 1701 of our Era it 
was decided by the civic authorities of Montelimar 
to present their already famous “Confiture’ to Philip 
of Anjou and his brothers on the occasion of an 
official, quite surely political, reception (a ‘quintal’ 
each, now about 100 lb.), and to continue the custom 
for future visiting celebrities. The Persian Ambassador 
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got 20 Ib. in 1714, Louis Philip of Spain an unmen- 
tioned amount in 1774, and myself, an unknown 
visitor, a few ounces unofficaially in 1950. It is pre- 
sumed that it was shortly after the close of the 18th 
century that Montelimar’s ‘Confiture’ or ‘Nut Jam’ 
became a ‘Nut and Almond Cake’, the ‘Nougat’ much 
as we know it today, for the following reasons. 

Marseille was already refining (or, at least crystal- 
lising) Sucrose from Cane Juice from the French 
tropical colonies in the 16th century, as already stat- 
ed, and some of this somewhat crude crystal Sugar 
was certainly shortly available thereafter for the Con- 
fectioners of both Marseille and Montelimar as well 
as other near-by towns and villages making various 
types of Confections; secondly, one Oliver de Serres 
at the beginning of the 17th century had begun ex- 
tensive cultivation of the Almond Tree (imported 
from Greece) on his vast estates a few kilometres 
from Montelimar, a district that now produces large 
quantities of almonds of exceptionally fine quality. 
The change from a ‘Nut Jam’ to the more solid 
‘Nougat’ of nuts and almonds would most likely have 
taken place during the period of these innovations, 
somewhat slowly to modern ideas, but all the more 
effectively, its peculiarly delicious flavor enhanced 
by continued inclusion in the formulae of a maximum 
amount of Provencial Honey. 

While one thinks of ‘Nougat’ as essentially associat- 
ed with Montelimar, there are other places in Europe 
less known for their specialties in ‘Nougat’ form 
which, if properly advertised, would find wide accept- 
ance outside the limits of the localities of their origin. 
Piedmont’s “Torroni di Alba’ is a hard ‘Nougat’ with 
a good strong flavor of the regional Honey as one 
example, and the “Chocolate Nougat’ of Aquila and 
the ‘Fig Nougat’ of Chieti are, in my opinion, other 
instances of what a proper ‘Honey’ can do in contrib- 
uting to special delicacy of flavor. 

The old pre-1914 Austrian Empire also had a long- 
established semi-oriental population; and in Vienna, 
where once could be found epicurean delights de- 
rived from the best from both the West and the 
East, several of these delicacies still survive after the 
cruellest blows ever inflicted on a twice conquered 
nation. Europe really owes its Coffee to a Vienna 
occupied by the Turks, a city which has maintained 
its fine quality of ‘Moka’ because the Viennese are 
an aesthetic people. Perhaps the most oriental of 
Viennese specialties (and its most delightful) is the 
‘Poppy-Seed-Honey’ combination—carefully processed 
Poppy Seeds ground in good mountain-Honey—as a 
filling for light pastries, an extraordinary subtle blend, 
(with various refinements) that might receive some 
attention from our own Confectioners as a new filling 
for a Chocolate-coated confection. This Poppy-Seed- 
Honey’ delicacy is as oriental as the ‘Sesame-Seed- 
Honey’ cakes everywhere to be found throughout the 
Middle and Far East neither of which, however, as 
a candy-like confection, has ever made much head- 
way in the West, while the ‘Popcorn Ball’ of popped 
Corn cemented by cooked Sugar Syrup, also a ‘Seed 
Confection’, is a poor thing in comparison and scarce- 
ly known even in countries where ‘Kakuratz’ is gen- 
erally popular. 
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Never having been a collector of recipes and for- 
mulae (even if, on occasion, I have been indiscreet 
enough to publish some), I have preferred to study, 
first-hand, the fundamentals of making specialties 
from experts in their particular craft in different 
parts of the world, thus enabling me to reproduce 
their genuine confections when called upon if and 
when ingredients essential to their authenticity, such 
as particular grades of ‘Honey’, are available; other- 
wise I would consider it just another form of faking 
which, to be sure, in others’ hands might prove to 
be even more appealing than the original in some 
countries with different tastes. Consequently, with 
the great success that has attended the introduction 
of Refiners’ Invert Sugar as a ‘Honey Substitute’ in 
our Confectionery Industry, my advice is to reverse 
this tendency and to revert to the use of ‘Honey’ 
as a ‘substitute’ for Invert Sugar in any formula in 
which the finished product might benefit by an im- 
proved flavor thereby. Mr. James A. King is not one 
of those wholly committed to the ‘Ersatz’ School, and 
he would, I am sure, aid any enquirer on this point, 
the value of his advice depending largely upon his 
knowledge of which ‘Honey’ is best suited to ‘which’ 
candy. In any case, let the reader beware of the 
modern ‘Ersatz’ craze which, at the present time, is 
one of the most disturbing and dangerous elements 
in our Chocolate and Confectionery Industries. 

Mr. Wesley Childs published in the “M.C.’ ( April, 
1955) an all-too-short article on ‘Honey in Confec- 
tions’ which pointed out some of the benefits to be 
derived by including “Honey” in certain candies, spe- 
cifically in “Nougats”, but even he, when quoting 
from Walter Richmond’s work ‘Choice Confections’, 
necessarily followed that author's recipes in which 
‘Honey’ is given as just “Honey”, formulae that com- 
pletely ignored the fact that some ‘Honies’ are more 
suited than others even in ‘Nougats’. Mr. Childs’ ar- 
ticle stated that more than 250 kinds of “honey” are 
produced in the U. S., of which “approximately 70% 
of all honey sold is clover “honey”, the least interest- 
ing of all Honies for use in Candies; and this may 
be said to be another clue to the neglect by our 
Confectioners of the better grades seeing that, say, 
240 others (even if “only about 25 variations are 
commercially distributed” can give more character to 
candies containing one or other of them. 


“Where the bee sucks, there suck I; 
In a cowslip’s bell I lie.” 
(Shakespeare, ‘The Tempest’, V, 1) 


This poetical touch of Shakespeare was not, of 
course, intended as applying to a mortal human. 
However, even I, the most earthy of heaven-sent 
candy-men, have sucked scented sweetness in com- 
pany with Bees from many flowers in many lands, 
and still lie (and do not misunderstand me,), when- 
ever possible, sipping the nectar in quarters more 
commodious than a “cowslip’s bell” which, delight- 
fully perfumed as it is, provides a ‘Honey’ similar to 
‘Clover Honey’, more suited to its fermentation into 
dream-inspiring ‘Mead’ than to contributing a fine 
‘Honey Flavor’ to Candies. 
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The Forgrove Plaswrap, highest speed hard candy ma- 
chine available, combines plastic forming and high- 
speed twist wrapping in one operation. It is ideal for 
low-cost, volume production from high-boiled sugar. 
While it is intended primarily for solid candies, the 
Plaswrap can be adapted for stiff paste centers as well. 


You can boost output and cut costs on candies within 
the scope of the Plaswrap. Substantial savings are pos- 
sible because the combined forming and wrapping does 
the work of separate machines, saves labor and floor 
space, eliminates handling between operations. 


To find out full details on the Plaswrap, or on any ma- 
chine in the complete Forgrove line of candy-making 
and wrapping equipment, contact your nearest Package 
representative. He has a new descriptive bulletin cover- 
ing all major parts of the Forgrove line. 
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bag,” reports John Didio, vice-presi- 
dent of Edgar B. Lewis Co., Malden, 
Mass., about their candy packaging in 
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most attractive 
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did advantages are accruing to those 
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what you want, we can usually 
“‘tailor-make’’ a new paper to your 
specifications. 

Write us now and tell us what 
you want paper to do for you. 
Riegel Paper Corporation, P. O. Box 
170, Grand Central Station, New 
York 17, N. Y. 


Tailor-made Packaging Papers 





GLASSINES AND GREASEPROOFS 
Plain e Waxed e Printed e Lacquer-Coated e Laminated 





Page 34 THE MANUFACTURING CONFECTIONER 





























for O« 


ER 














ueeroasy 





for October, 1955 


a9 


ee 





& 


The Word 


Bunte-Chase redesigns their bags 

and window boxes to fall in line 

with the latest trends in food 
merchandising 


by STANLEY ALLURED, editor 


Bunte Brothers-Chase Candy Company has com- 
pletely revamped their bag and window box pack- 
aging to bring it into line with the newest 
merchandising trends. 

These trends are primarily mass display with self- 
selection at the point of sale, and the competitive 
fight for additional shelf space. The new Bunte-Chase 
bags make mass display work for them, by designing 
their bags with large, prominent type in bright metal- 
lic colors that can be easily read from several feet 
away. This lettering is far more readable than any 
now employed on candy packages, and approaches 
the prominence given to identification on cereal and 
soap packages. 

The bags are made slightly shorter and wider than 
previously to facilitate stacking by store personnel. 
Since the edges of the bags are not printed, a stacked 
display shows the candy to very nice advantage 
through the sides of the bags, and the name of the 
candy is very prominent on the top of the top bag. 

The brand “Bunte” is shown in reverse on the 
face of the bag in an oval. The brand is clearly sub- 
ordinated to the candy name, with the implication 
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Bob Malloy, plant manager, checks the output of five Sim- 
plex bag making machines. 





Candy corn is filled on this line. The bin in the lower left 
is filled from stock boxes, and the Council conveyor elevates 
it to the filling machine. The amount for each bag is measured 
out by volume by a Fillmaster and deposits into the bag. 





Bunte’s Golden Klondikes are packed from the cooling 
tunnel. belt. The ease with which the cartons are set up and 
closed helps make this operation simple and efficient. 
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that the consumer is shopping primarily for candy 
rather than for a particular brand. This thinking is 
in line with that of most buyers, who freely shift 
brands into and out of their stores with little regard 
for consumer brand loyalty. 

The little figure is retained from the older bags, 
however, with a change in sex. The previous figure 
was a man in chef's outfit. Tests with both a man 
and a girl showed that consumers, particularly wom- 
en, had a more favorable reaction to the girl, also 
in chef's outfit, so she now appears on the bag beside 
the brand name. 

Of some significance is the names chosen for the 
bags. Every effort was made to use just one word 
to describe the candy. For instance, one bag marked 
“Jellies” is used for packing three different items, 
large assorted jellies, small assorted jellies, and or- 
ange slices. The consumer can see readily just what 
type and kind of jellies are in each bag without 
the need of exact wording on the bag. This not only 
makes the bag cleaner and easier to read, but reduces 
by two the number of different bags that have to 
be kept in stock. The same philosophy is used with 
jelly beans. A bag marked “Jelly Beans” is used for 
two items, assorted colors and straight licorice. Iden- 
tical bags marked “Lozenges” are also used for a 
straight white and a straight pink pack. 

In some cases, it was felt that more than one word 
was needed. In only one case are both words in 
large type, Jelly Beans. In the other cases, one word 
was as prominent as on the one word bags, with 
the supplementary words in small type above or be- 
low it. For example, Coconut bonbons, Coffee jewels, 
Cinnamon balls, Virginia Burnt Peanuts, Banquet 
Mints and Caramel Whirls. In every case, one promi- 
nent word was picked to give the best, and quickest, 
story to the consumer of the particular type of candy 
in the bag. This sometimes shortened the name tradi- 
tionally associated with the product. Candy corn be- 
came just Corn, Orange Slices became Jellies, 
Peppermint and Wintergreen Lozenges became just 
Lozenges, Boston Baked Beans became Peanuts, and 
Dairy Butterscotch became just Butterscotch. In addi- 
tion, most of the words indicating color or flavor 
have been eliminated, since the consumer is quite 
aware from the view of the candy what these are. 

It was felt that the choice of colors for the printing 
on the bags was of major importance, and a great 
deal of thought and testing was done to make the 
colors do a part of the selling job. It was finally 
decided to use the basic colors that were the most 
popular with the major automobile manufacturers, 
as they are known to have done a great deal of 
research on consumer preferences in color. The bright 
metallic inks, with an opaque white outline, have 
excellent visibility, and contrast well with the candy. 

One additional design feature is the striped end on 
each bag. These stripes, in the same colors as the 
lettering, tend to make the bag look longer, and to 
indicate the end of the bag to the consumer, so that 
it does not blend into adjacent bags on the shelf. 

The bag construction of all types is identical, a 
300 gauge inner bag with a 450 gauge outer bag. 
This duplex construction makes a very strong bag 
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give the green light to packaging production 


for VERSATILITY — ® ‘tanse sizes for package 


in 5 to 20 minutes 


Take these minimum and maximum packaging requirements— 

from 3” by 2” by 34” to 1214” by 714” by 414”. Do you 

have to overwrap a package containing confectionery some- @ Handle many sizes with 
where within these limits? Then one of these Battle Creek f 

machines can meet your needs. At the same time, you cut costs a variety of papers 
with Buttle Creek Continuous Flow efficiency and automatic 


operation. RATTLE CREEK @ Wrap up to 175 boxes 


a minute avtomaticall 
packaging machines, ine. ‘ 
BATTLE CREEK, MICH. 









WOULD YOU 






PRODUCT PACKAGED ? 


as only Battle Creek machines can produce them 








Send us a couple each of 


wrapped and check off any of the 
terials — Cellophane (_ ), laminated foil ( ), waxed paper ( ), 
waxed glassine ( ), Kraft or decorative papers using adhesives (_ ). 


We will wrap and return them promptly to 
dations, including a comparative analysis of sheet sizes used and other 


possible material savings. 
If you have ge wrappi 
to be prepared, please sen 
group assembly. 


If you have questions, a short lette 


appreciated. 
And let us knoy 


TECHNICAL SPECIFICATIONS— These machines are automatic if fed from previous conveyors. Otherwise they require one operator for feeding. — 


ODEL 46—for trays or closed boxes 


LOOR SPACE: 12 ft. long x 414 
ft. wide 

ANGE OF SIZES HANDLED: 
Length 41/4” to 103/,” 

Width 214” to 6” 
Height 34,” to 3” 

APER SPECIFICATIONS: Self- 
sealing cellophane, waxed 
glassine or wax-coated papers, 
self-sealing foil or other self- 
sealing papers. Rolls may be 
wound on 3” or 6” cores not 
to exceed 14” in diameter. 
Roll width: 7” to 18” 

Cut off: 514” to 14” 

27EED: 40 to 100 wrapped pack- 
ages per minute. 

IIPPING WEIGHT: 3300 Ibs. 

YPE OF FOLD: Tri-lock folds 
on ends, longitudinal seam on 
broad panel. 

DJUSTABILITY: 8-10 mins. 

YPE OF SEAL: Electric heat 
plates. 

-ECTRICAL DATA: Motor — 1 
H.P. 220/440 volts, 60 cycle, 
3 phase; Heaters—2,400 watts, 
thermostatically controlled, 
110 or 220 volts. 

PTIONAL ATTACHMENTS: 
Electric eye — for handling 
printed papers registered 
around the six panels of the 
carton. Thermoplastic label 
feeder for heat sealing labels. 
“One shot” lubrication. Re- 
frigerated discharge. 


all the packages you are interested to see 
fo ollowing choices of wrapping ma- 


ng problems, or bundle or group assemblies 


enough packages to create at 


MODEL 47—for trays or closed boxes 


FLOOR SPACE: 1514” long x 5 
ft. wide 

RANGE OF SIZES HANDLED: 
Length 514” to 1214” 

Width 2” to 714” 
Height 1” to 4 14” 

PAPER SPECIFICATIONS: Self- 
sealing cellophane, wax-coated 
paper or waxed glassine, lami- 
nated heat sealing papers or 
heat sealing foil, all in roll 
form wound on 3” cores not 
to exceed 14” in diameter. 
Roll width: 9” to 23” 

Cut off: 7” to 16” 

SPEED: 40 to 80 per minute 

SHIPPING WEIGHT: Approxi- 
mately 3500 Ibs. crated 

TYPE OF FOLD: Tri-lock fold on 
ends with longitudinal seam 
on broad panel of carton. 

ADJUSTABILITY: 10-15 mins. 

TYPE OF SEAL: Electric heat 
plates, thermostatically con- 
trolled. 

ELECTRICAL DATA: Motor — 1 
H.P. 220/440 volts, 60 cycle, 
3 phase 
Heaters—approximately 2,000 
watts 

OPTIONAL ATTACHMENTS: 
Electric eye — for handling 
printed papers registered 
around the six panels of the 
carton. Thermoplastic label 
feeder for heat sealing labels. 
“One shot” lubrication. Re- 
frigerated discharge. 





ou with our recommen- 


MODEL 5i—for closed packages 
FLOOR SPACE: 12’ 9” long x 


4’ 6” wide 
RANGE OF SIZES HANDLED: 
Standard Optional 
Length 3144” to 51,” 6” to 8” 
Width 214” to 4%” 3” to 4” 
Height 34,” to 2” 4," to 2” 


PAPER SPECIFICATIONS: Self- 
sealing cellophane, wax-coated 
papers, laminated papers, self- 
sealing foil all in roll form on 
either 3” or 6” cores. Also 
double roll holders can be fur- 
nished to handle a combination 
of self-sealing foil and waxed 
coated sheets at the same time. 
Roll width: 8” to 141,” 

Cut off: 514” to 8” 

SPEED: 80 to 175 per minute. 

SHIPPING WEIGHT: Approxi- 
mately 3000 lbs. 

TYPE OF FOLD: Envelope fold 
on ends with longitudinal seam 
on broad panel of carton. 

CONVERTIBILITY: 15-20 mins. 


TYPE OF SEAL: Heat, thermo- 
statically controlled. 

ELECTRICAL DATA: Motor — 1 
h.p. 220/440 volts, 60 cycle, 
3 phase 
Heaters—approximately 2,400 
watts 

OPTIONAL ATTACHMENTS: 
Model 51 may be equipped 
with optional accessories that 
increase production efficiency. 



















MODEL FW-35—for trays and 
closed boxes 


FLOOR SPACE: 8 ft. long x 5 
ft. wide 

RANGE OF SIZES HANDLED: 
Length 2” to 10” 

Width 14” to 5” 
Height 34.” to 21,” 

PAPER SPECIFICATIONS: Wax- 
ed paper, waxed glassine, cello- 
phane, clear or printed Reyseal 
or laminated foil paper in roll 
form wound on 3” cores not to 
exceed 14” in diameter. 

SPEED: 40 to 90 or more per 
minute 

SHIPPING WEIGHT: About 2000 
Ibs. crated 

TYPE OF FOLD: Envelope fold 
on ends, longitudinal seal on 
broad panel 

CONVERTIBILITY: It requires 
from 15 to 20 minutes to 
change package sizes on the 
FW-35. All sizes handled by 
complete interchange of job 
designed equipment. 

ELECTRICAL DATA: Motor —1 
Heaters — 1800 watts and up 
according to size of package 

OPTIONAL ATTACHMENTS: 
Electric eye — for handlin 
printed papers register 
around the six panels of the 
carton. Thermoplastic label 
feeder for heat sealing labels. 
“One shot” lubrication. Re- 
frigerated discharge. 
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Job Designed 


flow of Each machine custom-finished 
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Controlled Sealing 


Calibrated heat controls handle 
the latest heat-seal papers with 


precision results. 
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that will withstand all handling from filling and 
sealing through distribution channels to the consum- 
er's home. It provides ample protection to the candy 
through the complete range of weather conditions. 
The duplex construction has the additional feature 
of being wrinkle resistant, thereby giving a clean 
appearance on the shelf. 

This whole departure from the usual candy packag- 
ing procedure is heartening evidence that the candy 
industry can learn from other, more advanced, food 
merchandising successes in other fields. These pack- 
ages are admirably suited to the types of outlets 
through which they will be merchandised. That is 
the most you can ask of any package. 

Another group of packages at Bunte-Chase has 
been renovated, though not so drastically. Their line 
of window packages has been restyled, taking ad- 
vantage of a new merchandising gimick developed 
by one of the major suppliers of folding cartons. 
The carton, closed and on the shelf, looks fairly con- 
ventional. However, both the sealing and opening 
characteristics of the carton are quite out of the 
ordinary and are designed to ease the packaging 
and please the consumer. 

The sealing is done without any glueing, or tucking. 
The box ends are treated with a pressure-sensative 
glue at the box plant, and the packaging girls just 





This new window carton is sealed with a pressure sensitive 
_— put on at the box plant. It makes a tight and neat 
seal. 





The customer can easily open the carton into this convenient 
serving tray without destroying it, and it can be closed by 
tucking in the flap. 
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ET Heekin’s team of engineers and market research 
personnel show you how Heekin Product Planned 
Cans for Candy Products are planned for your profit. 
With fifty-three years of leadership in metal packag- 
ing, Heekin will solve your problems quickly and effi- 
ciently. Remember, Heekin Cans . . . plain or litho- 
graphed . . . are planned for your profit, 





CANDY TREATS 


Taite freshen 
SELL FASTER 


when packaged on the Automatic 


CAMPBELL 
whayyper. .. 


ar 








® Keeps candies factory fresh 







® Wraps without crush or breakage 
@ Requires no boards unless desired 
® Uses all types of wrap materials 
® Heat, glue or crimp seals 
® Wraps products of most any shape 
a 


Save labor with | person operation 
















WR ACP PER | 


New York office 
55 West 42nd St. 
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® Wraps 3 to 5 units per second! | 


fold the ends together to close the carton. This is 
a very quick and easy operation, and provides a 
fool-proof closure. 

The top of the carton is perforated so that the 
consumer can open it by pressing a marked spot on 
the back and tearing a portion of the lid upwards. 
This provides a very neat serving tray, or the con- 
tents can be removed easily. The lid can also be 
conveniently tucked back into the carton to make 
a reasonably tight closure to protect the contents for 
future use. The carton feature is patented by the 
box manufacturer. 





This window box line is packing malted milk balls. Three 
girls in the background seal one end of the boxes. The furthest 
seated girl fills them from the Fillmaster machine, while the 
two others seal the ends. The fill is based on volume. 





This Triangle machine is weighing out the Bunte Rainbow 
mix. The three weighing heads gives the machine capacity to 
operate as fast as the girls can work. 
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This packaging line is typical of that used for many of 
Bunte’s bag items. The first girl feeds bags to the weighing 
machine, while the two others check weigh and seal. A great 
variety of candies can be packed on this line. 


The carton carries the same basic design features 
of the bag line. An attempt has been made to keep 
the wording of the candy name down to as few 
words as possible. The name is printed on a diagonal 
strip passing through the window, and is repeated 
on the front panel. The same girl chef appears on 
the package, though a little more prominently. The 
“Bunte” name is also subdued. 

THE END 








HERE IT IS—ARTIFICIAL CANDY FOR 
e your salesmans sample case 
e your window displays 


Artificial chocolate candy for your salesmen’s sample case. No 
spoilage from weather or crushing. 


Artificial chocolate candy for your window display. Economical. It 
pays for itself in one months time, no waste, always in fine ap- 
pearance. There is no need for window sun protectors as artificial 
candy is not affected with the sun and heat. No color fading. 
Artificial chocolate candy is made from your candy sample, true 
to color and appearance. Write today for your sample. 


C. G. Girolami & Company 


944 N. Spaulding Avenue Chicago 24, Illinois 


















Heat-seals and labels in one continuous operation! 


SEND FOR COMPLETE 
DETAILS TODAY ! 








Doughboy’s new Sealer-Labeler eliminates extra 
operators, gives you neater packages with greater 
sales appeal. It’s completely automatic—operator 
merely feeds bags and folds gussets. And it roll-seals 
packages—up to 65 a minute. 

The remarkable new Doughboy Sealer-Labeler can 
save you up to $3000 a year—actually pay for itself 
in just 12 months! 
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DOUGHBOY INDUSTRIES, INC. 


Mechanical Division 
New Richmond, Wisconsin 
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Is Your packaging up-to-date? 


Your goods now sell in a new market where 
looks can make or break a sale. How do your 
packages measure up? 


by A. E. Murpuy, Folding Paper Box Association 


All right—so you've got problems! Your costs are 
up across the board . . . per capita consumption 
of candy is down . . . and some people are trying 
to sell the public a bill of goods on how candy 
causes over-weight and tooth decay. 

But before you start complaining, take a look at 
your assets. There are some bright spots, you know— 
and they're trying to break through the clouds. It's 
true that some alert candy manufacturers have rec- 
ognized the opportunities offered by the new selling 
era and have taken the initiative to get in step. The 
question is: Have they gone far enough—and what 
about the rest of the industry? 

The big change, of course, is 
self-service. And self-service means 
impulse buying. In fact, our stud- 
ies show that 93 per cent of all 
candy is bought on impulse. And 
since candy sales depend mainly 
on package appeal, you have it in 
your power to stimulate this im- 








pulse. 

Self-selection has revolutionized candy packaging. 
Candy manufacturers have had to add traffic-pulling 
to their other functions. Multiple packages, family 
packages, more quality boxes, greater stress on brand 


identity, seasonal tie-ins . . . all these changes have 
evolved from the first step in this rapidly growing 
merchandising method. 
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Despite these radical changes 
there’s plenty of room for more 
progress. Marketing conditions 
change too quickly to permit even 
the leaders to relax. You have to 
dodge, weave and roll with the 
competitive punch all the time. 
That's why some of the biggest 
firms in the food field change their packages for a 
single item as much as four times a year. You've got 
to keep abreast or ahead of competition. 

Research studies show that 21.2 per cent of the 
candy manufacturer’s selling price is devoted to pack- 
aging. Did you know that food manufacturers assign 
even more: 24.1 per cent? 

You're also in competition with products that spend 
up to 40 per cent of the sales figure on packaging. 
Your product might be displayed next to cosmetics, 
where packaging takes up 36.3 per cent . . . or drugs, 
where it’s 35.2 per cent . . . or beer, 30 per cent. 

In the light of this competition, perhaps you and 
your colleagues will do well to ask yourselves if 
packaging is getting adequate consideration in your 
over-all production program. Probably it’s time to 
re-examine your package in the perspectives of 1955. 
Why? One of America’s foremost packaging design- 
ers, Alan Berni, recently supplied the answer: “The 
consumer-goods package has become the key to suc- 
cess in the modern market place.” 
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Consumer buying habits are shifting sharply. Ad- 
justments are being made not only to self-service but 
also to the shopping center. Competition has become 
keener. As a result, the package is playing an increas- 
ingly larger role in determining what products will 
make the grade. 

A major factor in the changing 
market picture is the move to Sub- 
urbia. Today a third of our fami- 
lies, drawing down 45 per cent of 
the income, live in suburbs. More 
are moving out of cities—and with 
the switch comes the trend to one- 
stop, once-a-week shopping. Here, 
too, packaging has assumed a greater burden in help- 
ing products command the attention of mass-buying 
customers. 

These and many other factors make it vital that 
manufacturers constantly review their packaging. 
Day after day we are confronted with cases in which 
yesterday's appropriate dress for a product has be- 
come obsolete overnight. 

Manufacturers owe it to themselves—because of the 
time and effort they've devoted to creating a quality 
product and establishing a reputation for their trade 
names—to insure that their packaging programs are 
in tune with current merchandising trends. 

“With self-service firmly estab- 
be ane lished,” says Jim Nash, noted pack- 
a FS age designer, “every package on 
ess the shelf has to meet Sate selling 
conditions. No friendly salesman 

es ae brings the product to the custom- 

sie JE ers attention. The package is on 

its own. Its very appearance and 

dress must attract the eye and create desire for the 

product. It is in open competition with dozens of 
similar products.” 

Peter Paul, Inc., of Naugatuck, Conn., had the self- 
service market in mind when it redesigned the pack- 
age for the new addition to its line, “Mounds 
Miniatures.” Brilliant color was used, an engaging 
sketch was drawn as a trademark symbol and a realis- 
tic illustration gave appetite appeal to the 12 choc- 
olate-covered pieces. 

The end result, designed by Jim Nash and pro- 
duced by National Folding Box Co., New Haven, 
Conn., was a package with high-velocity shelf-display 
value, well suited to supermarket merchandising. In 
the 1955 Folding Carton Competition, sponsored by 
the National Folding Paper Box Association, this 
package won an Award of Merit. 

Have you seen your product late- 
ly in different types of retail stores? 
How did it look? Did it stand out 
—or at least make a comparably 
favorable impression? Can the 
package compete not only with 
similar products, but also with the 
many other types of merchandise 
in nearby displays? In other words, can it put up 
a good argument for the consumer’s dollar? 

How many shoppers stopped to pick up your 
product? Did they seem impressed by its package? 
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Were there any perplexed looks as they studied copy 
and illustrations put there to help them understand 
how the item works or is used? 

At first glance, these questions might seem de- 
signed to arouse fears or doubts about the integrity 
of your products. But they are actually intended to 
alert not alarm, you. 

We once heard a prominent industrialist say that 
after a new product has been around for two years 
the manufacturer should take a second look at it; 
after five years it should be regarded with suspicion 
and after 10 years it should be discarded entirely, 
and a completely fresh start made. 

This philosophy holds true for 
the package as well as the product, 
and it is particularly applicable to 
the new era of self-service selling, 
when the package is increasingly 
assuming the responsibilities of a 
“silent salesman.” 

More and more, manufacturers 
are coming to regard the amount they spend on 
packaging as a sound investment—as important as 
their appropriations for production, advertising and 
merchandising. They are learning that good packag- 
ing will pay off future dividends in terms of increased 
sales and lower production costs. Here are five pre- 
liminary steps that experienced packaging authorities 
claim that 8 per cent you are spending should 
cover—even before the finished package emerges: 

1) Research—This involves, among other things, 
learning what consumers want in product perform- 
ance and what facts they need to know about this 
product to reach a favorable buying decision: it 
should include an impartial examination of the merits 
and demerits of competitive products, packages and 
distribution policies: 

In their research activities, many companies place 
great stress on learning how their packages can be 
of better services to the consumer. They want to 
find out how the package can help the user at home— 
how the product is dispensed . . . how it is stored . . . 
what copy or illustrations are needed to facilitate use 
of the product—or find new applications for it. 

2) Package Engineering—In this field package 
forms and container structures are developed repre- 
senting the best possible combination of research 
findings and long-term expectations. 

3) Package Design Development—Appraising new- 
ly introduced packaging materials or new approaches 
that promise increased product protection and eye- 
appeal. 

4) Development of Related Elements (such as 
accessory distribution tools and point-of-sale mate- 
rial)—This is a first step toward coordinating other 
phases of the manufacturing operation with the pack- 
aging program. 

5) Production Supervision and Follow-Through— 
Securing and maintaining cooperation of all com- 
pany and outside personnel concerned, generally 
through a Packaging Panel or Committee. 

While the package, as viewed from the consumer- 
retailer viewpoint, will grow out of the above ground- 
work, there are other production considerations. It 
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A PRECISION SCALE 
FOR COUNTER USE 


MODEL NO. 114 


















Fast, accurate scale 
for weighing candy, 
cookies, nuts and oth- 
er confections. Has 
visible indication on 
both sides for counter 
use. Weighs accurate- 
ly in out-of-level posi- 
tion. 


MODEL NO. 213 


Compactly built scale for high-speed 
production line weighing. Sturdily con- 
structed and engineered for speed and 
accuracy. Over-and-under dial, 1” equi- 
valent to 25 grams by 5 gram gradua- 
tions. Optional beam and weights to 
meet your requirements. 


EXACT WEIGHT Scales clip seconds off each 
weighing operation. Adjustable damping device 
brings indicator to rest quickly for fast and ac- 
curate readings. Many models to choose from 
with capacities and sensitivities to fit your needs. 


Sales and Service Coast to Coast 


lixact Weight 


Better quality control ZG, cales 


Better cost control 


THE EXACT WEIGHT SCALE COMPANY 


912 W. Fifth Avenue, Columbus 8, Ohio 
In Canada: P.O. Box 179, Station S$, Toronto 18, Ont. 














Page 44 


is necessary to remember the plant operations—in 
what form and quantities are packages received? . . . 
what are the filling and labeling methods? . . . what 
types of machinery are used? . . . how will the 
package conform to high-speed, automatic-filling re- 
quirements, if used? . . . and what grades of employees 
are involved? 


Then there are the matters of 
“package in transit” and “package 
in the warehouse” that have an im- 
portant bearing on package design. 
Candy manufacturers should be 
particularly concerned with protec- 
tive measures available to prevent 
invasion of the package by mois- 
ture, insects or any other traditional enemies of food 
products. 


You also ought to be interested in how your pack- 
age is stored, how handled, how long it stays in 
warehouses, what inventory procedures may be in- 
volved, and what possibilities there are of the pack- 
age being exposed to shock or pilferage. 





From the retailer point of view, you should be 
concerned with the size of your package. With shelf 
space crowded to capacity these days, convenience 
of packaging units is an important factor in deter- 
mining what is to be displayed. Retailers are vitally 
interested in turnover in order to keep profit mar- 
gins high. Therefore, if they find that a certain prod- 
uct sells faster in a smaller size, they will give that 
package priority in setting up displays for a given line. 

Retailers are also interested in 
packages with an unusual twist 
that can stop shoppers in their se 
tracks. A good example of this— ed 1 

PAA 


; 











and, incidentally, also an award H nial 
winner in last year’s Folding Car- =—\p LS 
ton Competition—is the Wells Far- jal ae 
go Express Office. An appealing 

box with an accurate illustration of the old Western 
“pony-express” company was produced for MacFar- 
lane Candies, San Francisco, by Fleishacker Paper 
Box Co., San Leandro, Calif. Use of a transparent 
film for the “express office’s” window gives visibility 
to the candy contents. It was novel, effective and 
stood out on shelf or counter. 














These are the foundations, but much labor must be 
put forth before the structure is completed. In the 
process of arriving at a suitable package, the manu- 
facturer must overcome many obstacles. He must 
contend with new types of display fixtures, one of 
the most significant developments in mass-retailing 

. or he must recognize, and provide for, a con- 
sumer trend to expecting multiple units of related 
items. 


You can’t stand pat on packag- 
ing today. The field is constantly 
moving ahead. You candy manu- 
facturers, being closely related to 
tobacco distribution, are well 
aware of what a completely new 
folding carton design did for Marl- 
boro cigarettes. Here, a whole in- : 
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dustry has been revolutionized—and packaging did 
the trick. 

Other successful packages have evolved more slow- 
ly. In an article in DUN’s REVIEW, James K. Blake, 
marketing editor, said: “Some years ago, the Swans 
Down cake flour package had little more on its front 
panel than the company’s trademark—a large swan. 

Other than an implied ‘flour as soft as down, 
there was no important product or use identification. 

“Then a small cake began to emerge from under 
the swan’s wing. As the evolution in design contin- 
ued, the swan trademark slowly shrank to postage- 
stamp size, and the cake swelled until today it domi- 
nates the package.” 

And Frank Gianninoto, noted 
package designer, writes: “The 
line of Holgate toy packages was 
dull, illegible and had no point-of- 
sale display. New designs were 
developed that were colorful and 
eye-catching. The distinctive doggy 
“h” trademark is appealing to 
grown-ups and children alike. 

“With the complete re-design of this line of pack- 
ages, sales jumped and have continued to rise ever 
since. What once was a highly seasonal item is now 
enjoying all-year buying.” 

What next? Brassieres, formerly out in the open 
(on display, that is), are now being marketed in 
folding paper boxes with a transparent top to show 
color and style. It’s a major merchandising change— 
but it fits right into the rise in self-service selling. 

The annals of business are full 
of case histories of successful new 
packages. But they didn’t develop 
overnight. They took a lot of study 

. and thinking . . . and con- 
sultation . . . and experimentation. 

One of the classic examples of 
packaging evolution in the candy 
field is Kerr's Butter Scotch, each of whose packaging 
changes helped increase sales. The first big switch, in 
1907, was from a paper bag to a folding carton. A 
major re-design change in 1934 “rescued” the product 
from a depression slump. Introduction of individually- 
wrapped pieces was one of the factors influencing still 
another package redesign in 1937. 

With the postwar trend to self-service, Kerr moved 
to meet competition on candy shelves in all types 
of retail outlets. A complete change of face—featur- 
ing richer colors and a new, easily identifiable trade 
mark—was achieved in 1948, when the new carton, 
designed by Teddy Studios, New York, was prepared 
for Kerr by Universal Folding Box Co., Hoboken, 








To guide manufacturers along 
the path to the ideal package, 
here’s a checklist of fundamentals 
for effective package design. It 
represent essentials which success- 
ful manufacturers in the tobacco 
field, as well as other industries, 
have stressed in their campaigns 
to gain consumer acceptance for their merchandise: 
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For Marimum Protection 
at Lowest Cost 


Use SWEETONE Decopad 





The most widely used candy padding in 
the United States. We maintain a special 
converting department to emboss, cut and 
die cut our paddings to your requirements. 


: Write “Today for a new folder con- 


taining actual samples of our complete line 
of Sweetone Paper Products for manufac- 


turing confectioners including: 


Shredded Paper: Chocolate Dividers 
Waxed Papers Boat & Tray Rolls 
Wavee Parchment Layer Boards 
Embossed Papers Die Cut Liners 


Candy Box Paddings 


George H. Sweetnam, Inc. 


282-286 Portland Street, Cambridge, Mass. 





Representatives in Philadelphia, Detroit, 
St. Louis, Chicago, Dallas, New Orleans, 
Los Angeles and Portland, Oregon. 
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Triangle Elec-Tri-Pak net weigher 


and filler is the most versatile 
machine you can buy— 


Some candy manufacturers handle as many as 
50 to 60 different products with a single 
Triangle Elec-Tri-Pak one-operator machine. 
Weights and packages are different, too. 


They get high accuracy, speeds from 12 to 30 
packages per minute and low labor cost. The 
machine investment is moderate. 


Here is a combination of advantages not 
available anywhere else! This may be the 
cost-cutting answer to many of your packaging 
jobs. Write today for FREE Bulletin describ- 
ing Elec-Tri-Pak weighers. 


TE PACKAGE MACHINERY CO. 


6639 West Diversey Avenue 
Chicago 35, Illinois 





1) Will the package protect the product—and the 
customer? 

2) Does it carry the product in convenient quan- 
tities? 

3) Will it help the sale of other products in the 
line? 

4) Does it advertise and stimulate purchase of the 
product? 

5) Will the sales force welcome it as a dynamic 
selling aid? 

6) Will it keep down marketing costs? 

7) Will it help reduce the amount of returned 
goods? 

8) In the home: a) Will the package immediately 
be destroyed? b) Is the package to be used to store 
contents until used up . . . and if so, for how long? 
c) Should the package have a dispensing device? 
d) Where is the package stored at home . . . both 
before and after use? e) Where is the package used? 

9) In the store: a) What type of stores will sell 
the package? b) Must the package do most of the 
selling? c) Does the package form part of the display? 
d) How is identification of contents achieved? 

10) Will the package make it easier to handle 
the goods in transit? 

11) Does the package enhance the product's net 
profitability per cubic foot of selling space? 

12) Does the package possess easy stacking char- 
acteristics? 

13) Will it act as a selling tool—informing customer 
as to price, size, color, quality, grade and other data 
normally supplied by a salesperson who may no long- 
er be there? 

14) Are proper provisions made for clear and 
speedy price marking? 

15) Has thought been given to prepacking in larg- 
er units to minimize handling necessary when store 
fixtures are replenished? 

Similarly, the new package de- 
sign should not neglect specifica- N 
tions for labeling and marking to Yf, » 
conform with Federal, State and \ We 
local regulations. 

If this blueprint exceeds budget 
restrictions, perhaps the time has 
come to increase that 21.2 per cent 
of selling cost which candy producers devote to 
packaging. Since cutting any corners may result in 
a deficient package, penny-wise economics may be 
just downright pound-foolishness. 

It may well be that your success or failure in 
cracking new markets depends on a more intense 
packaging program. Look at the toy industry. In 
the past 15 years its annual volume has tripled. It’s 
now a billion-dollar-a-year business—and it’s become 
year-round instead of concentrated on just the 
Christmas season. 

What did it? Packaging for self-service. That was 
the key that opened the door to super markets, drug 
stores, variety stores, hardware stores and many 
other retail outlets. One toy manufacturer revived 
an old item, in a new package—and sales zoomed. 

Once candy manufacturer took a leaf from the 
toy field’s book of experience on packaging for all 
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In Foil 
e Added Protection 
e Added Sparkle 


“ AA 


Lye Appeal to Spark Impulse Sales / 
ROTOGRAVU RE 


BEAUTIFUL CARTON OVERWRAPS 


For the widest variety of 
) packaging materials and 
printing processes available 
|} anywhere, plus more than 
half a century of experience 
in designing and producing 
saleswinning packages, call 


your Milprint man FIRST! 


_In Cellophane 


e Protection ' } N : 
e Beauty* 4 Reg. U.S. Pat. Off. 


; e 
Printed Cellophane, Pliofilm, Polyethylene, Soran; nv ak 


Acetate, Glassine, Foils, Folding Cartons, Bags, Mylar, 
Lithographed Displays, Printed Promotional Material PACKAGING MATERIALS 


trvTugceraveve? Fetarige 


*Reverse printed sheen 
General Offices; Milwaukee, Wisconsin 


This insert printed by Milprint, Inc. Sales Offices In Principal Cities 





CONFECTIONERS! 
A new and unusual packaging idea from France 





“POUSSIN” EGG CUPS 


Chic chicks with a french flair that'll net you a sweet profit 
when packed with chocolates, hard candies or lollipops. 
Lovely opaline glass egg cups in Dior Blue, Aqua Green 
or Milk White—styled to appeal to young and old alike! 


e SURE-SELLERS FOR EASTER PROMOTIONS! 
e STEADY SALES-MAKERS ALL YEAR ROUND! 


Just one of MANY new and different, promotional-priced 
confectionery containers in our line. 


For prices and details about these and other 
items, see them on display in our showrooms: nee 


SOLE DISTRIBUTOR IN U.S.A. 


mae FRENCH GLASS CO., inc. m 


610 FIFTH AVENUE * 
NEW YORK 20, N. Y. ° 


ROCKEFELLER CENTER 
TEL: Circle 7-7634 
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TOMPKINS 


yy 
ND COMPETENT yal Lu 
LABEL SERVICE 
HELPFUL SUGGESTIONS FOR 
LABELING & PACKAGING 
PROBLEMS. LABEL IDEAS 
AND DESIGNS BY SPECIALISTS 
FOR STIMULATING YOUR 
SALES! 


CONTROLLED 
MAIL COUPON TODAY! 


LABELS) 


C SUBMIT SALES-BUILDING LABEL DESIGN FOR US. (attach copy or label) 4 
( SEND SAMPLES OF YOUR QUALITY CANDY LABELS [-) PACKAGING GUIDE! 
(J QUOTE ON M LABELS (attach sample or rough copy) 














TOMPKINS’ LABEL SERVICE 


Dept. K7, FRANKFORD AVE 
KN 


NEw 


at ALLEGHENY AVE. PHILA. 34 
A 


ANTA GA TON M 












seasons. The Overland Candy Div. of Leaf Brands, 
Inc., Chicago, packaged its chocolate eggs in a car- 
ton that implies, but does not say, Easter and which 
can be sold year-round. 

The carton, produced by United Board & Carton 
Corp., New York, is said to be one of the first exam- 
ples of a product definitely directed at a holiday 
season, but which can be ordered by wholesalers 
and retailers without the usual inventory problems of 
seasonal merchandise. 

Up to this point we've been talk- 
ing mainly about the original pack- i 
age. But let us presume that your ¢ 
package has been on the market ‘% 
for some time—and you have de- 
cided to check its performance. 

Here are some things to look for: 

1) Does the package continue 
to meet the practical requirements of handling, stor- 
age and display in the store? 

2) Has it proved convenient for the ultimate con- 
sumer—permitting ready examination prior to pur- 
chase, if so desirable? 

3) Does it continue to offer protection to the re- 
maining contents after it has been opened? 

4) Has it stood up successfully with similar 
products in the field—and are you confident that a 
reasonable amount of brand identification has been 
established by the package? 

5) Has the package design proved satisfactory for 
the most efficient packing of the product? 

6) Have you checked retailers to find out if cus- 
tomers find the instructions or illustrations on the 
package self-explanatory? 

7) Do the colors harmonize with general retail 
surroundings—and do they fit in with lighting nor- 
mally found in stores that sell your products? 

8) What sales resistance, if any, has developed 
since the product and its package first appeared on 
the market? 

9) What competitive products have been intro- 
duced since your item first went on the counters— 
and how does your package stack up against them? 

10) Is the package in tune with your magazine or 
TV advertising—so that a definite recognition contin- 
ues to exist? 

11) Does the customer get a “plus value” out of 
the package—to the extent that it has re-use appli- 
cation? 

12) Is the package an aid to your sales and adver- 
tising departments in the most effective performance 
of their functions? 

13) Are you satisfied that the 
package (from the viewpoint of 
material size and design) has ac- 
complished what it set out to do? 

Of course, you can get some of 
the answers to these questions even 
before the product has been on 
the market for any length of time. 
Many firms make pre-shipment 
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tests to curb in-transit damage (by finding out how the 
package withstands impact, vibration and “drop”) 
. .. Or run paired-comparison tests in which two pos- 
sible designs are checked simultaneously. 

Savings can also be realized by knowing in advance 
something about strong consumer preferences. In this 
connection, several members of the Folding Paper 
Box Association are prepared to offer manufacturers 
information on color reactions; their labs are set 
up to make tests of how customers are influenced 
by different colors on packages. Coming up with 
the right package color might make the difference 
in competing successfully with other brands and 
other types of merchandise. 

But generally, the product has 
to appear before the public for 
sometime in order to judge its per- 
formance fairly. And if you are not 
pleased with the record, perhaps 
it’s time to sit down with your 
package supplier and consider 
modifications—or a complete revi- 
sion. 

In any event, since nothing in life remains con- 
stant, packaging modernization must be a continuing, 
almost fluid program to keep pace with the changing 
market. And remember, Mr. Manufacturer, no matter 
how successful it appears on the surface, after your 
package has been around two years, start looking 
at it again! 











Speed Makes The Difference! 
450 CARAMELS CUT and 
WRAPPED EVERY MINUTE 
IDEAL HI-SPEED 
WRAPPING 
MACHINE 


Speed that's always 
dependable — Safety 


with 

















that can be counted on 
— maximum production 
at least cost—that’s the 
Ideal Special Caramel 
Wrapping Machine! 


Only 2 personnel 
required for this 
entirely automatic 
operation. 


Write today for FREE 











Brochures. 





IDEAL WRAPPING MACHINE COMPANY 
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cf AUSTRALIA, LTD 


[POW UNDER SWEETS 









































HOW TO SALVAGE 
SCRAP CANDY 


(Revised Edition) 
By 


Wesley H. Childs 


Tells how you can re-use scrap candy in- 
gredients without loss of value. Also, how 
you can reconstitute the raw materials to 
perform primary functions in first-grade 
goods. This booklet has chapters on 


1. HARD CANDY 
2. CHOCOLATE-COATED PIECES 
3. GUM and PAN ROOM PIECES 


Price Per Copy—$2.00 


Book Sales Dept. 


THE 
MANUFACTURING CONFECTIONER 
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Glassine and Greaseproof papers 


by RHINELANDER 





Mill and General Offices, 


Rhinelander Paper Company, Rhinelander, Wis 


PACKAGING PROTECTION 


for America’s leading products 


Glassine and Greaseproof protective papers are particularly 
important to food packaging because they guarantee long 
shelf life by providing a positive moisture and grease barrier. 
Low cost... and to meet today's fast-turnover demands, 
Glassine and Greaseproof have flexibility, print easily, and 


can be tailor-made to fit many requirements. 


GREASEPROOF — Coke mix is protected 
against rancidity, and the delicate 

flavor balance of packaged pudding 

is protected by wax-laminated* glassine. 


VERSATILE — Succulent meat flavors — 
the crackling crunchiness of cereals — the 
delicious freshness of candies . . . 

are safely protected in Glassine and 
Greaseproof papers. 





RHINELANDER 


Paper Company - Rhinelander, Wisconsin 


Provides a positive moisture barrier. Keeps 
moisture out for cracker crisp Keeps moisture in 
for brown sugar softness. 





*Waxed grades are available through leading converters 











Four Star Candy Company is chang- 
ing their overwrap on their carton 
of candy cigarettes for Christmas, 
to a rotogravure printed cellophane, 
which comes very close to duplicat- 
ing an actual carton. The carton of 
regular size cigarettes illustrate Lucky 
Strike, Camel, Old Gold and Chester- 
fields; while the king size carton 
illustrates Winston, Viceroy, Pall Mall 
and L & M. 





Sweet Candy Co., of Salt Lake 
City are using an unprinted cello- 
phane bag for their Halloween can- 
dies. A Halloween mask is included 
inside the front of the bag, and a 
printed label is used for the bag 
top. Three different masks are used 
in these bags, and all three are illus- 
trated on the bag label. 

The label designed and produced 
by H. S. Crocker Co. 


THE MANUFACTURING CONFECTIONER 























Orange Sticks is a new item for 
E. J. Brach & Sons. The overwrap 
is a rotogravure printed cellophane 
illustrating the candy along with or- 
ange blossoms, and a cross section 
of an orange. The colors used are 
dark green, orange with an aqua 
back ground. 

Designed by Feldkamp-Maloy and 
printed by Milprint. 





Butter Cream Confections, Inc. of 
Union City, New Jersey is using the 
same Halloween bag that was so suc- 
cessful for their firm last year. The 


cellophane bag is printed in orange, 
black and yellow; in a typical Hallo- 
ween style. 





Hot Dog bubble gum has been 
introduced by Leaf Brands. The box 
is designed to look like a hot dog 
stand, and the bubble gum, in four 
colored printed cellophane wrapper, 
provides a very realistic package. 
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MORE PACKAGES AT SLOWER SPEEDS! 
































THE ROBO-WRAP AUTOMATIC PACKAGING MA- 
CHINE FORMS AND FILLS THE PILLOW STYLE 
PACKAGE. PERFECTLY SEALED PACKAGES ARE 
DELIVERED AT HIGHER PRODUCTION RATES 
THAN EVER BEFORE. 


One of the unique features of the ROBO-WRAP is the alternating action 


of the draw bars, producing not two, but four superior packages 
for each complete cycle of the machine. Product may be measured by 
weight, volume or other methods into the two feed tubes. 


Write to us now for information on 


packaging your product in the ROBO-W RAP. 





Couusel MACHINE COMPANY, INC. 


8 HATHAWAY STREET, WALLINGTON, W.J. 


Mid-West Office: 333 N. Michigan Ave., Chicago 1, Illinois. 
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The Pearson Candy Company of 
St. Paul, have redesigned their car- 
tons to gain promotional value from 
these cartons during shipment. These 
two color illustrations are printed on 
the sides of all shipping cases to iden- 
tify the contents, and to act as dis- 
plays wherever they are seen during 
shipment and storage, and when 
used as the basis for displays in re- 
tail stores. 


YR Chittiue wo New You 


SALES INCREASE WITH ATTRACTIVE 
COOPER-STYLED 
FOLDING CANDY 
BOXES 


























Necco Candies are earning them- 
selves an extra share of the impor- 
tant retail counter space, since the 
adoption of a compact three-shelf 
candy counter display stand. The 
new display combines bright colors 
and trim design to assure its use by 
retailers, and its subsequent effective- 
ness in catching consumer's eyes. A 
striped design, printed in maroon and 
white, is used around the base and 
along the top of the unit’s riser. Both 
sides and the riser bear the Necco 
identification; and a prominent price 
spot is also located on the riser panel. 

Display stand by Hinde & Dauch. 








CODE DATE your 
CANDY BAR WRAPPERS 
on your wrapping machine! 


PRINT your CARTONS 
and SHIPPING CASES 
RIGHT ON 
your CONVEYOR LINE 


Write for information 


KIWI® CODERS CORP. 


3804-06 N. Clark St., Chicago 13, Ill. 














RIBBONS 


BOWS and ROSETTES 
ANDIES 


Satin hitt Tinse 


| 
| 


\ RC. Tart Co. 
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An attractive metal cart makes an 
elegant display for fine candies. It 
can be used on counters, tables or 
shelves to display seasonal candies, 
or specialties. The cart actually rolls 
along on brass plated wheels. The 
bed of the cart is about 13%” x 9” 
x 2h”. 


For further information write George 
Koch Sons, Inc., 10 South 11th Ave- 
nue, Evansville, Indiana. 





A new mechanical Bowspinner has 
been developed which makes ribbon 
bows for gift wrappings in 4” diam- 
eters, in both the flat and pompon 
styles. This machine will make a bow 
from as little as one yard of ribbon, 


, at rates of almost 4 bows per minute. 


This machine is leased through 


_ distributors, who also furnish the spe- 
a 


cial woven ribbon to be used with 


__ the. machines. 


For further information write Ty- 
matics, Inc., 455 Wagner Place, Mem- 
phis, Tennessee. 
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It’s the end cost—not the bag cost—that establishes your pack- 
aging expense. Bags made of VISQUEEN “‘c” have the body, 
flexibility and uniformity that assures higher speed, less breakage, 
less down time on packaging lines—hence lowest package cost. 
And its specially treated surface insures superior ink adhesion. 


for all your flexible packages, specify 


VISQUEEN C 


for lower packaging costs 


Converters of VISQUEEN film are ready to help you package better. 
To get in touch, simply clip and attach the coupon to your letterhead. 


important! VISQUEEN film is all polyethylene, but not all polyethylene is 
VISQUEEN. Only VISQUEEN has the benefit of research and resources of The 
VISKING Corporation. 


~ ® 
Uf Ub film ...a product of THE VISKING CORPORATION 


Plastics Division, Box MC10-1410, Terre Haute, Indiana 
World's largest producers of polyethylene sheeting and tubing 
In Canada: VISKING Limited, Lindsay, Ontario « In England: British VISQUEEN Limited, Stevenage 
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THE FRESHNESS YOU PACK...IS THE FRESHNESS THEY BUY 
y 





Foods taste better... sell faster 


aaa 
with the added protection of A ( / 


v & 


Wiha 


JOU l 


it’s moisture-proof! Saran film keeps moisture in or out 
as your — requires. All the weight, flavor and freshness 
you pack reach the consumer intact. 

it’s tough and pliable! Saran film makes neat, tight 
packages that reduce breakage and returns to a minimum, 
withstand handling, won’t become brittle with age. 





The same protective wrap for 
household use. Monday nights on 
a Medic. ..voted most outstandin 


MEDIC 


= , 
pars mg on television. NBC-TV. 
—— ic Theme by Victor Youngon you can depend on DOW PLASTICS - 
Decca Records. 


it’s crystal-clear! Glistening saran film shows off food 

products at their appetizing best to stimulate impulse sales 
. . and its eye-appeal is there to stay! 

it’s economical! Add up the packing, shipping and sales 

advantages of saran film packaging and you'll find it the 

economical answer for your packaging. 

it can increase profits for you! Dow will be glad to help. 

THE DOW CHEMICAL COMPANY, Midland, Michigan, Plastics 


Sales, PL601C-1. 
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The MANUFACTURING CONFECTIONER’S The Candy Clinic is conducted by one of the most ex- 


. perienced superintendents in the candy industry. Some 


samples represent a bona-fide purchase in the retail 
( : n dy market. Other samples have been submitted by manu- 
C: | 


facturers desiring this impartial criticism of their candies, 
thus availing themselves of this valuable service to our 
subscribers. Any one of these samples may be yours. 
This series of frank criticisms on well-known branded 
candies, together with the practical “prescriptions” of 
our clinical expert, are exclusive features of The MANU- 
FACTURING CONFECTIONER. 








Salted Nuts; !0¢-15¢-25¢ 











Code 10K5 
Mint Puffs 
4 ozs. 25¢ 
(Purchased in a department store, 
Chicago, Il.) 
Appearance of Package: Good. 
Container: Cellulose bag printed in blue 
and white. Piece is similar to an after 
dinner mint. 
Puffs: 
Color: Good. 
Stripes: Good. 
Texture: Good. 
Flavor: Good. 
Remarks: The best mint of this type we 
have examined this year, at this price. 


Code 10L5 
Sugar Wafers 
4% ozs. 25¢ 
(Purchased in a department store, 
Chicago, III.) 
Appearance of Package: Good. 
Container: Folding box printed in orange, 
green, yellow, red and blue. Imprint 
of wafers in colors. Cellulose wrapper. 


Wafers: 

Colors: Good. 
Texture: Dry & hard. 
Flavors: Fair. 

Remarks: Wafers need checking up for 
texture. Flavors are not up to the 
standard we find in other similar 
wafers. 


Code 10H5 
Peanut Butter Kisses 
ll ozs. 29¢ 
(Purchased in a chain drug store, 
Chicago, II.) 
Appearance of Package: Good. 
Container: Cellulose bag printed in red, 
white and black. A girl’s head in 
colors. Kisses wrapped in wax paper, 
assorted colors. 
Kisses: 
Color: Good. 
Texture: Good. 
Taste: Good. 
Remarks: The best peanut kisses we 
have examined this year at this price. 





Candy Clinic Schedule For the Year 


JANUARY—Holiday Packages; Hard Candies 
FEBRUARY—Chewy Candies; Caramels; Brittles 
MARCH-—Assorted Chocolates up to $1.00 
APRIL—$1.00 and up Chocolates; Solid Chocolate Bars 
MAY—Easter Candies and Packages; Moulded Goods 


JUNE—Marshmallows; Fudge 


JULY—Gums; Jellies; Undipped Bars 

AUGUST—Summer Candies and Packages 
SEPTEMBER-—Bar Goods; 5¢ Numbers 
OCTOBER-Salted Nuts; 10¢-15¢-25¢ Packages 
NOVEMBER—Cordial Cherries; Panned Goods; 1¢ Pieces 


DECEMBER-—Best Packages and Items of Each Type Considered 
During Year; Special Packages; New Packages 
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Packages 


Code 10J5 
Assorted 
Caramel & Nougat 
In Layers 
9 ozs. 33¢ 
(Purchased in a chain drug store, 
Chicago, IIl.) 

Appearance of Package: Good. 

Container: Folding tray printed in red 
and blue. Cellulose wrapper. Cara- 
mels are wrapped in cellulose. Piece 
is layers of caramel top and bottom, 
center of nougat with small colored 
gums. 

Candies: 

Colors: Good. 
Texture: Good. 
Flavors: Good. 
Remarks: The best piece of this kind we 
have examined this year. 
Code 685 
Pecan Divinity 
8 ozs. 39¢ 
(Purchased in a chain drug store, 
Chicago, Ill.) 

Appearance of Package: Good. 

Box: One layer type, fold in cover. 
Printed in brown and blue. Divinity 
is made in Kiss shape. 

Divinity: 

Color: Good. 

Texture: Good for this type of con- 
fection. 

Taste: Good. 

Remarks: A very good eating piece and 
should be a good seller. Some years 
ago this type of confection was very 
popular in retail stores. 

Code 6U5 

Caramel Whirls 
8 ozs. 23¢ 
(Purchased in a chain drug store, 
Chicago, III.) 

Appearance of Package: Good. 

Container: Cellulose bag printed in red 
and white. Pieces are wrapped in cel- 
lulose. 
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Whirls: 
Color: Good. 
Texture: Too hard and tough. 
Taste: Fair. 
Remarks: Piece lacked flavor and is too 
hard and tough. 


Code 8K5 
Summer Assortment 
1 Ib. $1.10 
(Purchased in a restaurant, 
Phila., Pa.) 
Appearance of Package: Good. 
Box: One layer type, cut out top printed 
in green. Cellulose window. 


Assorted Gums: Good. 

Coconut Squares: Good. 

Jelly Roll Slices: Good. 

Cellulose Wrapped Nougat: Good. 

Cellulose Wrapped Chocolate & Vanilla 
Fudge: Good. 

Cellulose Wrapped Caramels: Good. 

Sugar Coated Bon Bons: Good. 

Nut Roll Slices: Good. 

Coconut Cream: Good. 

Toasted Marshmallow: Very tough. 

Peanut Butter Sticks: Good. 

Nut Crunch—Cellulose Wrapped: Good. 

Assortment: Good. 

Remarks: The best summer assortment 
of this kind and price we have exam- 
ined this year. 














NOW! MAXWELL HOUSE PRESENTS... 





A PURE COFFEE CONCENTRATE 


A PRODUCT OF GENERAL FOODS 


Just add hot water for that famous 
Good-to-the-Last-Drop flavor 
in ice cream, candies and confections. 


Bulk packed in 25-lb. moisture-resistant drums. 
For free samples and information, write to: 


CAFE PRONTO, MAXWELL HOUSE DIVISION, HOBOKEN, N. J. 
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Code 6K5 
Pecan Pralines 
% Ib. $1.45 
(Purchased in a department store, 
Chicago, III.) 

Appearance of Package: Good. 

Container: Round gold lacquered tin, 
friction top. Printed in black and red. 

Appearance of Package on Opening: 
Good. Pralines are made in very small 
pieces. 

Pralines: 

Color: Good. 
Texture: Good. 
Pecans: Good. 
Taste: Good. 

Remarks: A very fine eating praline. The 
best we have examined in some time. 
Very well made and the idea of the 
small pieces is very good. Neat and 
attractive tin container. 


Code 6R5 
Marshmallows 
10 ozs. 19¢ 
(Purchased in a chain drug store, 
Chicago, Il.) 
Appearance of Package: Good. 
Container: Cellulose bag printed in red, 
white and blue. 
Marshmallows: 
Color: Good. 
Texture: Good. 
Taste: Good. 
Remarks: One of the best marshmallows 
we have examined this year. 


Code 9D5 
Salt Water Taffy 
1 Ib. 43¢ 
(Purchased in a chain drug store, 
Chicago, II.) 
Appearance of Package: Good. 
Container: Box, two layer type, full tele- 
scope. Beach scene in colors. Cellu- 
lose wrapper. Taffy is finger-shape, 
wrapped in wax paper. 
Taffy: 
Colors: Good. 
Texture: Good. 
Flavors: Fair. 
Remarks: Suggest again as much flavor 
be used as some pieces had very little 
flavor. Cheaply priced at 43¢. 


Code 9F5 
Assorted Jellies 
10 ozs. 33¢ 
(Purchased in a chain drug store, 
Chicago, IIl.) 
Appearance of Package: Good. 
Container: White board tray printed in 
blue. Overall cellulose wrapper. Jellies 
are oblong shape. 
Jellies: 
Colors: Good. 
Texture: Good. 
Sanding: Good. 
Flavors: Good. 
Remarks: A good looking jelly package, 
one of the best we have examined this 
year. 
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Choice Confections fills a long felt need for a book written 
primarily for the manufacturing retailer. The 365 formulas are given 
in two batch sizes, one for hand work, and one for machine work. 
There are separate instructions for working each sized batch, with 
suggestions as to the methods of coloring and flavoring for variety. 
A glossary is included, both of candy terms and chemical terms that 
candy men are apt to run into. All of the formulas are cross indexed 
for ready reference, and are grouped in chapters for convenience. 
A complete chapter is presented on chocolate, giving the information 
that is necessary to have in order to buy coatings intelligently and 
use them to the best advantage. 

All manufacturing retailers will welcome this book as an indispensa- 
ble tool in varying old formulas and developing new ones. All 365 
formulas have been production tested and are proven sellers. 

Mr. Richmond’s experience is available to every retail candy plant 
in the world for only $10.00. 


Order your copy now. It will be shipped immediately. 


fine candies 








BOOK ORDER USE THIS ORDER FORM 
The Manufacturing Confectioner Pub. Co. 
NS EERE Prey ii eer rs rey Date 


Oak Park, Illinois 


Please send me Mr. Richmond’s new helpful book CHorce CoNFECTIONS: 
a AND Formutas which contains 365 candy formulas. I am enclosing 
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550 pages of detailed 
and accurate information 
on formulation and 
manufacturing of 


CONTENTS 


Ingredients and The Uses 
Types of Candies 
Hand Rolled Creams 
Chocolate Coated Cast Creams 
Cordial Fruits 
Cream Coated Bon Bons and 
Wafers 
Almond Paste—Walnut Paste 
—Filbert Paste 
Glazed Butter Goods 
Easter Eggs 
Coconut Candies 
Fudge 
Caramels 
Marshmallow 
Nougat 
Sea Foam or Divinity 
Icing 
Pure Fruit, Pectin and Agar 
Jellies 
Starch Jellies and Turkish 
Paste 
French Chocolate, Puddings 
and Plastic Chocolate 
Hard Candies 
Taffy and Kisses 
Butterscotch 
Almond Butter Crunch 
or Toffee 
Sugar Toasted or Burnt 
Peanuts 
Popcorn in Confections 
Egg Frappe 
Salted Nuts 
Chocolate Coating Methods 
Useful Information 
Glossary 
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Code 8U5 Code 10C5 

Apple Nut Paste Candies Chocolate Coated 
12 ozs. $1.25 Caramallows 
(Purchased in a department store, 6% ozs. 29¢ 


(Purchased in a chain drug store, 
Chicago, III.) 
Appearance of Package: Good. 


Chicago, IIl.) 

Appearance of Package: Good. 

Box: Oblong one layer type, top printed 
in yellow, white and red. Imprint of 
apple blossoms in colors. Cellulose 
wrapper. 

Appearance of Box on Opening: Good. 
Piece is similar to Turkish paste. 

Candies: 

Color: Good. 
Texture: Good. 
Walnuts: Good. 
Flavor: See remarks. 


front side. 
Caramallow: 


tion. 

Center: 
Color: Good. 
Marshmallow: Good. 
Butterscotch: Good. 
Taste: Good. 


Box: Folding type, printed in brown, pink 
and white. Cellulose window top and 


Coating: Good for this priced confec- 


Code 10B5 
Mint Hard Candy Sticks 
3 ozs. 18¢ 


(Purchased in a chain drug store, 
Chicago, Ill.) 


Appearance of Package: Good. 
Container: Square folding open top box 


printed in red and white. Cellulose 
wrapper printed in blue and white. 


Sticks: 


Color: Good. 
Stripes: Good. 
Texture: Good. 
Gloss: None. 
Flavor: Good. 


Remarks: The best hard candy of this 


type we have examined this year at 
this price. 


Remarks: Flavor is very weak. We find 
that using a little cidar vinegar im- 
proves the apple flavor. 


Remarks: The best caramallow we have 
examined in some time. Well made 
and good eating. Cheaply priced at 
29¢ for 6% ozs. 


Code 10D5 
Molasses & Peanut 
Butter Chews 





. e Confectioners who use 
PENFORD CRYSTAL CORN SYRUP 
don’t have to worry about 
fluetuating qualities, because its 
quality is laboratory-controlled— 
always dependable! 


--- What's true for PENFORD 
CRYSTAL CORN SYRUP is also true 
for DOUGLAS CONFECTIONERY’ 
MOULDING STARCH and DOUGLAS 
CONFECTIONERS’ THIN BOILING 
STARCH. Try them and see! 


420 Lexington Avenue, 
New York 17, N.Y. 
& Cedar Rapids, Iowa 
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8 ozs. 25¢ 
(Purchased in a chain drug store, 
Chicago, Il.) 


Appearance of Package: Good. 
Container: Cellulose bag printed in red, 


yellow, and blue. Imprint of small girl 
in colors. Chews are wrapped in brown 
paper printed in black. 


Chews: 


Color: Good. 
Texture: Good. 
Taste: Good. 


Remarks: An attractive package for this 


type of confection. A well made piece, 
good eating. The best we have ex- 
amined this year. 


Code 8V5 
Gum Spice Drops 
1% ozs. 5¢ 
(Purchased in a chain drug store, 
Chicago, Ill.) 

Appearance of Package: Good. 

Box: Folding box printed in blue, yellow, 
green and pink. Imprint of spice drops 
in colors. 

Drops: 

Colors: Good. 
Sanding: Good. 
Texture: Very tough. 
Flavors: Good. 

Remarks: Suggest formula be checked as 
drops are very tough and hard. 


Code 8W5 
Molasses 
Peanut Butter Sticks 
1% ozs. 5¢ 
(Purchased in a chain drug store, 
Chicago, II1.) 
Appearance of Package: Good. 
Wrappers: Sticks are wrapped in printed 
yellow wax paper. Overall cellulose 
wrapper printed in yellow and red. 
Sticks: 
Color: Good. 
Texture: Good. 
Flavor: Good. 
Peanut Butter: Good. 
Remarks: The best piece of this kind we 
have examined this year. Neat and 
attractive wrapper. 
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For more fluidity 


with less water use 


CERELOS 


BRAND DEXTROSE SUGAR 





Cerelose® gives you a thinner flowing batch with less water 
than any other sugar. This decreases the danger of fermen- 
tation and starch-crust formation in your marshmallows 
... Shortens the cooking time and reduces sweating in your 
gum work . . . and makes for more tender-eating caramels. 
Try Cerelose in your formula and watch how it eases your 


production problems. 





CORN PRODUCTS REFINING COMPANY 
17 BATTERY PLACE, NEW YORK 4, N. Y. 
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‘The Cream” of Nougat ‘Kremes 


THE MOST OUTSTANDING DEVELOPMENT 
for use in making the following: 


WHIPPED CREAMS 
SEA FOAM KISSES . . . SHORT NOUGATS 
HAND ROLLED CENTERS . . . SWISS HAND ROLLS 


NU-KREME is a light, white, highly tender and more 
mellow egg product which insures unusually zestful 


taste and improved character in finished candies. 


NU-KREME ... First Again ! 


In the past, NU-KREME has brought the Candy Industry such valuable prod- 
ucts as Soft Flowing Creams, Short Turkish Nougats, Swiss Hand Rolls and 
an improved Cut Slab Marshmallow ... NOW ... A truly Outstanding 
Whipped Cream that will stimulate business for YOU . . . A Real Sales 
Booster. 








Write, Wire or Phone for Your Formula Today. 
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SOLE MANUFACTURERS 
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An Efficient Candy Kitchen 


Kyros Ashmos operates an efficient candy 
kitchen that doesn't interfere with his 
hunting and fishing. 


by StanLey ALLuRED, editor 


| a Candies of Decatur, Illinois, has one of 
the nicest candymaking set-ups that we have seen 
for a one shop operation. 

Kyros Ashmos has spent all of his candymaking 
life, over thirty five years, in Decatur. During the 
first fifteen years in the candy business, he learned 
the trade by working for other candymakers. It was 
not until 1935 that he opened his own shop, in the 
same location as his present shop. For the first few 
years he wholesaled to the surrounding area, but 
the war time shortage of sugar stopped that and he 
has since concentrated exclusively on supplying his 
own shop. 

All candymaking operations are centered in the 
well equipped basement of the Ashmos home; while 
packing is done in the store, several blocks away. 
The basement is admirably suited to this purpose, 
having a built in concrete “bench” three feet wide 


This newly redecorated store is on the site of Ashmos’ origi- along both walls the long way. The Ashmos’ have 
nal shop, started in 1935. covered it with a wood counter so that it is perfect 


for packing and storage. A small room about twelve 


for October, 1955 Page 61 








WEIGHING 3 MIXING 





STORAGE 














In this efficient plan, the raw materials 
move around clockwise, from the storage 
room through weighing, cooking and 





forming to dipping and packing. The 
basement measures 36 feet long by 28 
feet wide, and provides plenty of room 
for the production of all the candy the 
shop needs without crowding, even at 
the busiest seasons. 















































PACKING BENCH 











feet square is separated from the rest of the basement 
for cooking. It has double swinging doors so a doily 
carrying a kettle can be pulled through. The ceiling 
and walls of this cooking room are enameled white 
and are kept spotless. An exhaust fan keeps the cook- 
ing heat from the rest of the basement, which is air 
conditioned. A breakback firemixer, a candy furnace, 
and the air conditioning compressor are in this room. 
All weighing and mixing of raw materials is done in 
the outer room. 

Just outside the cooking room is the ball beater 
and the slabs. The ball beater is not only a labor 
saver, but saves a lot of time also, as Mr. Ashmos 
can start a batch of fondant on it, and then go to 
some other job while it is working. Actually, he claims 
that sometimes he has both the furnace, the firemixer 
and the beater going at once, though it really keeps 
him hopping. It is this dependence on equipment 
that lets Mr. Ashmos, the only candymaker, keep the 
shop full of candy and still take in his favorite sports 
of hunting and fishing during the summer and busy 
fall seasons. In fact, he is now thinking of investing 
in a small enrober. 

There are two marble and one water cooled steel 
slabs. These give plenty of work surface without 
crowding, and allow Mr. Ashmos to work several 
batches at once. The long benches along each side 
of the room allow plenty of room for storage of 
centers and for weighing and mixing of ingredients. 
The clean and neat apearance of this room while 
candymaking is going on is very impressive. 

One two pot dipping table is sufficient to handle 
the output for the store. 

By many standards this operation is over mechan- 
ised for the volume enjoyed, but in Mr. Ashmos’ 
opinion, it pays off in easier working conditions, and 
more time off for other interests. 

The Ashmos’ celebrated the twentieth anniversary 
of their shop this summer by doing a complete re- 
decorating job, making it as modern and pleasing 
as can be found in the biggest cities. 
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It was a pleasure to visit with a candymaker who, 
though successful, is not a slave to his kettle & shop. 
If more candymakers followed his example of pro- 
viding plenty of room for easy efficient operation, 
and the equipment to take the heavy labor out of 
candymaking, they, too, could enjoy hunting & fish- 
ing, or other recreation. 





This attractive, clean store front stands out prominently along 
the main street of Decatur. 
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FOOD OF THE GODS : 

















All Ambrosia Chocolate Coatings are recognized for a 
smoothness that complements your creamiest centers; flavor 
that is full-bodied and rich; and a workability that assures 
success to the most demanding candy craftsman in theif 


skillful stringing and glossy finish. 


2 We'll be glad to send you complete 
information about these ‘Food of the Gods" 


quality Chocolate Coatings for your finest 


AMBROSIA CHOCOLATE COMPANY 
1109-21 N. Fifth St., Milwaukee 3, Wisconsin 


Manufacturers of Fine Quality Chocolate and Cocoa Since | 


FOOD OF THE GODS 


Ambrosia Milk Chocolate Coatings that are 
a blending of creamy-rich milk from 


America’s Dairyland with mellow, smooth 


Chocolate liquor. 


Ambrosia Vanilla Chocolate Coatings that 
are carefully balanced to preserve all the 


delicate touch of costly Vanilla in the 


smooth, smooth Chocolate. 


Ambrosia “Fondant” Chocolate Coatings, 
both Milk and Vanilla, to please the con- 


fectioner with a continental taste... and 
of course Ambrosia Bitter Sweet Chocolate 


Coatings and Chocolate Liquors, too. 


Candies. Just send your inquiry to: 
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STEP-UP SALES for 
SPRING and EASTER 










7. Plan now to increase your Spring selling with 


ad 


New and Original Soft Stuffed Toy Creations... By 
America’s Foremost Toy Designers. They’re 

Easter Rabbits in all sizes and color combinations, feather 
chicks, downy ducks and dozens of other novelty 

toys ... all especially suited for The Candy Trade, to retail 
from $1.25 to $10.00. Call or write TODAY for a 


showing of these most unusual toys. 


The RUSHTON COMPANY 
and ATLANTA PLAYTHINGS CO. 


1275 Ellsworth Drive, N.W. Atlanta, Ga. 








**'| SALES OFFICES 


Los Angeles 
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“BUSH ™ 








FLAVORS - ESSENTIAL OILS 
AND FOOD COLORS 


insure that the excellence and 
full rich flavor of your candies 


will always be maintained 





W. J. BUSH & CO. 


Incor porated 
NEW YORK, N. Y. 


605 W. Washington Blvd. 3525 E. Olympic Blvd. 
Chicago 6, Illinois Los Angeles 23, Calif. 
P. O. Box 797, Montreal, Canada 











BAUERMEISTER 
ers, refiners, 
and longitudin 


€0Coa grind- 
conches (rot 
al), melangeurs 


Canada 


Vv . 
Gcuum-Racine Organization 


VACUUM CANDY MACHINERY CO. 


RACINE CONFECTIONERS’ MACHINERY CO. 


RK ROW NE 


| 
| 








SUGAR REPORT 


by Charles Fuchs 


In reviewing events in the three important branches 
of sugar during 1955, find that fluctuations were extreme- 
ly narrow with a stabilized Eastern price of 8.55 since 
February when a decline of ten points developed to 
this level from 8.65. It compares with a range of 8.65 
to 8.80 in 1954, a difference of 15 points, 8.50 to 8.85 
in 1953, 35 points, and 8.15 to 8.80 in 1952 or 65 points, 
Fluctuations in raws were also very narrow, the low of 
5.75 being established in mid April and the high of 
6.08 about the first of August, this being a difference 
of 33 points. It compares with 47 points in 1954 from 
5.80 to 6.27, 53 points in 1953 from 5.92 to 6.45 and 
100 points in 1952, 5.65 to 6.65. In sugar futures the low 
was established in the month of May of 5.25, this taking 
place on April 20th when this position went off the board, 
and the high was in September at 5.69 taking place on 
January 25th. The total range between the two was 
44 points and the total fluctuation from lows to highs 
for individual months was 16 to 31 points. 

The first eight months of this year the average spot 
for raws was approximately 5.95, which may very likely 
to be the average for the entire year or 13 points less 
than the average spot in 1954 of 6.08. In 1953 the 
average spot was 6.28 and 6.26 in 1952. The gross average 
refined price for 1953 and 1954 was 8.72 and 8.62 in 
1952. The gross average refined price for 1955 will very 
likely be 8.57 or 15c less than the two preceding years. 
Considering the inflationery trend of most commodities, 
it is gratifying that sugar has gone down instead of up 
and indicates that those administering the Sugar Act have 
been favering consumer costs rather than prices to the 
growers. It also brought a stability this year the like of 
which has never been seen by the industry. 

Sugar is in a class by itself, at least in the United States 
market, for prices are controlled by the action of the De- 
partment of Agriculture and its officials. This is done by 
announcing quotas based on their estimate of consump- 
tion requirements and adjusting these quotas when neces- 
sary. 

Everyone is now interested in the year ahead. Once 
again opinions must be based on the Sugar Division's 
ideas as to what the price range should be and a con- 
servative guess at this time would be similar to that 
which prevailed during the past year. Present indications 
point to total distribution of close to 8,500,000 tons. 
This year the initial quota was announced at 8,200,000 
tons and increased to 8,300,00. Last year the initial 
quota was 8,000,000 tons and the final 8,250,000. 

Last year distribution totalled 8,126,000 tons or 4% 
less than 1953. The Department of Agriculture admitted 
that this did not represent any decline in consumption 
since 126,000 tons of beet sugar were delivered in 1954 
and charged against the 1953 quota. This would make 
actual distribution in 1954 a total of 8,312,000 tons. 
Distribution so far this year is running some 236,000 
tons ahead of last, so that a further quota increase is 
imperative now. Available 1955 supplies are shrinking and 
refiners have had to pay 6.05 with offerings currently 
being held at 6.10 as against the top price of the year 
of 6.08. 
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© Best quality © Higher production © Greater profit 


The D. L. Clark Co. today is one of the leaders 

n the candy bar field, with a daily production 

pacity of over 200 tons. The Clark Bar has a 
emendous consumer acceptance and its volume 
sales has increased to the point where over 3 


illion Clark Bars are produced each day. Ss 
The steady growth of the D. L. Clark Co. and (A\\YN 
e inevitable demand for greater production 
ade it necessary to institute a planned pro- 8 Enrohe 
am of plant modernization. 8 Coolers & Packer 
5 ‘ > Kihlgren Strings 

To achieve this, the D. L. Clark Co. , : 
urned to National Equipment for the 
nstallation of the most modern machin- 

and mechanized sanitary production 
nethods. Reg At combination 


Right At combination 


for success 


With the installation of National Equip- for success 
hent’s Hard Candy Vacuum Cookers, En- 

bbers, Coolers and Packers, Kihlgren 1 M-100 Moaqu 
ringers, and Mogul . . . the D. L. Clark 

2. has achieved its aim of maintaining 

eak production at all times with the high- 

St quality results obtainable. 


Rig 4l combination 


DW is the time to modernize your fp an 
ant with National Equipment. 


ROMPT DELIVERIES 
te Today For Complete Details 


: Pp 
EQUIPMENT COR 
NATIONAL Q New YORK 12, N. Y. 


153-157 CROSBY STREET, 














W. Trespar Clarke of 
New York has been ap- 
pointed Chief Chemist of 
William Neilson Limited, 
Toronto. Mr. Clarke grad- 
uated from the Georgia 
Institute of Technology 
with a degree in engi- 
neering chemistry. For five 
years thereafter he worked 
at the Nunnally Company 
in Atlanta developing a 
quality control laboratory. 
At the same time he 
worked on the improve- 
ment of older confection- 
ery items and development of new candies. When Nun- 
nally and Hollingsworth merged, Mr. Clark was instru- 
mental in the quick and efficient removal of equipment 








and processes into the new plant, and in restudying 
operating cost and quality control procedures under the 
new conditions. 

In April 1933 Mr. Clarke started his employment at 
Rockwood & Company on special assignments until his 
appointment in 1936 as Chief Chemist. During the re- 
maining nineteen years at Rockwood he investigated every 
field of interest concerned with Cacao and its manu- 
factured products, and many that were just on the fringes. 
This work included a study of hydraulic pressing opera- 
tions for cocoa butter production leading to standard 
procedures, investigation into rapid fat analysis of cacao 
products, study and development of vacuum dehydration 
of milk and sugar and cocoa for milk chocolates (com- 
monly called the “crumb” process), investigations into 
solvent extraction of cocoa butter from cacao products, 
cocoa butter refining and deodorization, development of 
cocoa beverage powder for cold milk, participation in 
manufacture of U.S. Military Chocolate Rations, research 
and development of new foods using cacao products, such 
as Devil’s food mixes, cocoa milk beverages, fudge sauces, 
icing compounds, chocolate confectionery bread spreads 
and fillings, and development of non-cacao products. 

Mr. Clarke is particularly welll known for his know!l- 
edge of, and interest in the historical aspects of Cacao. 


Sylvan Sweets Company of Easton, Pennsylvania, an- 
nounces the appointment of Robert H. Schmidt as secre- 
tary, and William H. Hummel as Sales Manager. 

Mr. Schmidt, formerly was Assistant Treasurer of one 
of Easton’s largest insurance firms. Mr. Hummel formerly 
was Sales Representative for Pitney-Bowes, Inc. and 
Rochester Envelope Co. 












It's hard to do... but it can be done 
and Wilbur does it again and again 


tee exact meeting of ALL specifications for 


coatings, liquors and other chocolate prod- 


ucts year in and year out is not easy. Candy 
manufacturers know they can rely on Wilbur for 
that exceptional uniformity of product which 
simplifies their manufacturing and assures a con- 
stant quality. You, too, can build sales with 
Wilbur uniform quality chocolate coatings. 


» CHOCOLATE COATINGS 


WILBUR SUCHARD CHOCOLATE COMPANY, INC. + LITITZ, PA. 
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ALVA fiavors are tops in taste — AND — they are 
dependably identical time after time. after time. The 





Sue ALVA flavors quality control laboratories insure con- 
: ° sistent quality in every drop of flavor manufactured. 
We will send Precise control is maintained, for raw materials, through 
it samples of the each step of processing to a final double check before ship- 
ment. In the ALVA test kitchens every flavor is tested in 
Lich remarkable new the product for strength, quality, and shelf-life. 
on- 
vith ALVA You get what you want every time with ALVA con- 
RASPBERRY fectionery flavors. 
STRAWBERRY 
and LIME 


for cream centers 
C or hard candies. VAN AMERINGEN-HAEBLER, INC. lva 


521 WEST 57th STREET, NEW YORK 19, N. Y. qrAVORn, 
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ALWAYS AT YOUR SERVICE 





In Cocoa Since 1899 


EMIL PICK CO. 


COCOA BROKERS 


NEW YORK, N. Y. 
BOwling Green 9-8944 


80 WALL ST. 





COCOA BEANS —COCOA BUTTER 
Cocoa and Chocolate Products 














HOOTON 


CHOCOLATE 
COATINGS e LIQUORS e COCOAS 


@ A dependable source of supply for 
taste, appearance, and uniformity. Top 
performance—both product and service 
will appeal to you. 


HOOTON CHOCOLATE COMPANY 
NEWARK 7, NEW JERSEY 








It's the NEW 
Master Model 


instant & Continuous 


Fondant Machine for large 


volume production of the 


finest quality Fondant at the 


lowest labor and investment 
cost. 
For full information 


write 


Confection Machine Sales Co. 


407 So. Dearborn St., Chicago 5 
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Francis X. Kobe has been named 
Technical Director and Chief Che 
ist of Rockwood & Co. Mr. Kobe hag 
been with Rockwood since 1936, 
when he joined the company as 4 
chemist. During the past 19 years he 
has served as Research Chemist, as- 
sistant chief chemist, and, since 1952, 
head of Rockwood’s research depart- 
ment. 

The Kraft Foods Co. will launch it’s Carmel Apple 
promotion on October Ist, and intensify it ten days 
before Halloween. This is undoubtedly one of the larg- 
est promotions in this industry. Kraft will utilize four 
color, full-page advertisements in Sunday (October 23) 
comic sections in 20 newspapers using Puck—The Comic 
weekly; 38 newspapers in the three Metro Categories, 
and 23 in the independent field. On television, the 
Caramel Apple push will be supported by a, main com- 
mercial, devoted to making Caramel Apples, on the 
NBC “Kraft Television Theatre” October 19th. On the 
following day the recipe will be repeated in “Buy-Lines” 
by Nancy Sasser in metropolitan market newspapers. 
Point-of-sale merchandising materials, keyed to the Car- 
amel Apple and Halloween themes—die-cut caramel bag 
posters, pricing banners, price cards, and giant apple 
die-cut posters—will be supplied to retailers by Kraft 
salesmen in September. 

Displays will include the five-bar family pack and one- 
pound bags. Recipe tabs will be attached to the one- 
pound bags and each case of 24 one-pound bags will 
contain 12 cellophane wrapped packages of 6 apple 
skewers. 


Rockwood has announced the introduction of a five 
cent bar to its line of chocolate products. This bar is 
a combination of milk chocolate, pecans and raisins; and is 
called “Rockwood Pecan Feast”. This firm has also an- 
nounced expanded advertising programs for their Bits, 
and for their Wafers. Both daily newspapers and tele- 
vision in selected major markets will be used. 


R. W. Masuret, has been appointed Vice President 
and Director in charge of Sales and Advertising of 
William Neilson Limited. Mr. Masuret has been asso- 
ciated with the Cocoa, Chocolate and Confectionery 
industry for the past twenty years. 


Robert B. Schnering, president, Curtiss Candy Co., 
has accepted the chairmanship of the Confectionery 
Industry Promotion Committee. The committee will be 
composed of candy manufacturers from the candy pro- 
duction centers in the United States, and will tackle the 
task of determining what type of program is suitable 
for the candy industry, and what methods shall be used 
to finance it. 


Kraft miniature marshmallows have come on the market. 
They are in a poly bag of 10% ounces. The marshmallows 
run 828 to the pound, and are probably extruded and 
cut directly from a continuous mixer and beater. The 
individual pieces are not particularly uniform, the largest 
being 50% larger than the smallest. The sub title on 
the bag promotes their use for cooking, salads and des- 
serts, and the back of the bag carries recipes for a 
salad, a marshmallow fudge and two desserts. 
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et a Bigger Bite of Candy Sales 
with Best Foods Oils 


The all important chewing and cutting 
qualities are enhanced in every respect 
when you use Best Foods vegetable oils. 


In caramels and kisses, taffy, nougats and 
ther such confections, Best Foods oils 
re favored by leading manufacturers. 
There is a Best Foods hydrogenated oil or hard 
butter to meet every lubricatir. » requirement. 
Two of the most popular are: 





FILBISK —a hydrogenated coconut oil with a 
110-degree melting point. 


$-70-XX Hard Butter — exclusive, 
patented, pure white, neutral tasting, 
homogeneous oils that cannot separate; 
uniform in quality, has a sharper 
melting point than ordinary hard butters. 


Whether FILBISK or one of the 
$-70-XX. butters (available with 
varying melting points) will 
vit your needs better, The Best 
oods laboratories will gladly 
elp you use them to your 
est advantage. Contact your 
est Foods representative for 
ast, dependable service. 





THE 
. Ld 
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YOU DO BETTER WITH BEST FOODS B EST | () () Ns 


INC. 


NEW YORK e CHICAGO ® SAN FRANCISCO DALLAS 








TTerennel. Supply Field News 


Cc H Oo Cc o ‘ A T E Charles H. Schumacher, 62, pres. of A. N. Stollwerck 
COATINGS @ LIQUORS e COCOAS since its inception in 1931, died on Sept. 19th. Mr. 


Schumacher was associated with Mr. Albert Stollwerck 
ly for eet 
eA dependable source of supply in the chocolate business previous to the formation of 


taste, appearance, and carte Top | the present company. At a board of directors meeting 
performance—both product and service | held on Sept. 23rd, Mrs. Marie L. Schumacher, the 


will appeal to you. only vice president for 14 years, was elected president. 


No other changes in officers or personnel were announced 
ATE COMPANY ; , ‘ 
HOOTON ek ane Jensev The office of vice president has not been filled as yet. 











Dow Chemical Company has announced that commer- 
cial grades of their film, as well as the household roll 
are now being designated as Saran Wrap. 


The Sun Red Corporation of Winona, Wisconsin, is 
now offering cherries for the candy field. This plant now 
in its fifth year has finished its building program to meet 
increased demand from the food industries. All stainless 
steel equipment has been installed with tile floors. Sun 
Red is offering cherries in 2% gal. pails and 5, 15 and 
25 gallon steel drums, and 50 gallon oak barrels. All 
packages are polyethylene bag lined for easier closing 
and cherries are packed under ultra violet lamps. Whole, 
halves, diced and sliced cherries are being offered. 


Tom Miller. vice president of the Package Machinery 
Co., has been re-elected president of the Package Ma- 
chinery Manufacturers Institute. Among Mr. Miller's con- 

Now produce whiter, drier tributions was his help in organizing the first Packaging 
hard candy with any. pce Machinery and Materials Exposition, to be held in Cleve- 
bination of ingredients. The land in September, 1956. 

D-3 pays for itself with im- 
Proved production. Write for 
tull specifications on the com- 
plete Vacuum line of cookers. 


William Bronander, Jr., vice president of the Scandia 
Manufacturing Co. was elected first vice president of 
PMMI, and C. A. Wetli, vice president of the Hudson 
Sharp Machine Co., was second vice president. 


L4 Dow Chemical Company, has consolidated its Fine 

Chemicals Sales unit with the Organic Chemicals Sales 

section under the management of James W. Harris. Mr. 

VACUUM CANDY MACHINERY CO. Harris has headed Organic Chemicals Sales for the past 

nine years. Donald B. Black will become product man- 

RACINE CONFECTIONERS’ MACHINERY CO. ager of Fine Chemicals Sales as a new unit of Organic 
15 PARK ROW NEW YORK 38 ee Chemicals Sales. 





COMPLETE CONFECTIONERY SUPPLIES 








makers of 
‘NON-STIK’ REAL FRUIT MASHES 
(no more sticky hard candy) (for creams & hard candy with a just pick’t flavor) 
BONBON DOCTOR MOLDS & EQUIPMENT 


CATALOGUES ON REQUEST 






ORINGER MFG. CO. 


154 STATE ST., BOSTON 9, MASS. 
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CONVERTIT 






erck 

Mr. 

erck 

1 of : 

ting } im FOR PERFECT CREAM CENTERS 

the a 

toa Guaranteed CONVERTIT, the pioneer standardized invertase of the candy 
, pure and free industry, has proven its superior value in better cream centers 

ced. from preserva- for more than a quarter of a century. 


yet. tives. CONVERTIT is ready for instant use, easy to measure and 

ner- mix .. . always uniform and dependable. 

roll CONVERTIT checks fermentation, drying, leaks, and breaks 

. . reduces rejects and returned goods. 

CONVERTIT allows quantity production in advance. Its 

1, 1s inherent value makes cream centers that create sales appeal by 

now controlling texture and consistency. 

neet For cast and rolled cream centers, use CONVERTIT. Order 

iless your supply direct or through your jobber. 
Sun 

“All THE NULOMOLINE DIVISION 

All 


sing AMERICAN MOLASSES COMPANY 


10le, 
Manufacturers of NULOMOLINE (Standardized Invert Sugar) and Syrups 





nery 120 WALL STREET, NEW YORK 5, N. Y. 

Ma- 330 East N. Water St., Chicago 11, Ill. | 1300 West 3rd St., Los Angeles 17, Calif. NULOMOLINE, LTD.: 1410 Stanley St., Montreal 2, Conado 
con- i 6S Sob ih 
ging 


eve- 

al MAXIMUM COVERAGE 

t of 

ison from each pound of coating 
Fine Are you sure that you are covering as many 
sales centers from each pound of coating as possible? 
Mr. Many manufacturers are not and dont realize 
past it. 

re Only the Stehling Mixer gives you a large sup- 
anic : j 


ply of liquid chocolate, properly melted, prop- 
erly manipulated, and held in suspension ready 
for the most economical coating operation. 


Chocolate manufacturers use the Stehling Mix- 
er as an emulsifier. The manufacturing confec- 
tioner also needs the emulsifying action to 
provide his enrobers and dippers with chocolate 
of original and uniform viscosity. 


You can save money on coatings with a Stehl- 
ing. Write today for particulars. 


CHAS. H. STEHLING CO. 


1303 N. FOURTH STREET ° MILWAUKEE 12, WISC. 


Factory Representative: R. S. and G. B. Hislop 
1517 Grange Ave., Racine, Wisc. 
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Honey will be supported during the 1955 marketing 
season at a National average price 9.9 cents a pound; 
according to an announcement by the U. S. Department 
of Agriculture. This is 70% of the current parity price. 
The program for 1955 crop honey is substantially the 
same as the one in effect last year. It provides for 
farm-storage loans and purchase agreements on U. S. 
grade C or better extracted honey which is stored in 
60-pound or larger containers in approved storage and 
is not objectionable in flavor. 


Kenneth H. McClure, has been appointed mid west 
sales representative for Haug & Co. Inc. Mr. McClure 
was formerly purchasing agent at E. J. Brach & Sons, Inc. 


Elvin E. Hallander has been elected President and a 
member of the Board of Directors of Lynch Corporation. 
Mr. Hallander comes to Lynch from the Trane company 
of La Crosse, Wisconsin, where he was active in the 
management for the past six years. Prior to that, he was 
President and General Manager of the Star Electric 
Motor Company of Bloomfield, New Jersey. 


Adolph Dingfelder has been named Sales Manager of 
Felton Chemical Co. Mr. Dingfelder joined Felton five 
years ago as an executive in the export department. 


Barrington Hall has appointed Milton A. Klein Co., 
New York metropolitan area representatives on the firms 
soluble coffee for the confectionery trade. 


Caeser Mascherin, has been appointed General Sales 
Manager of Supermatic Packaging Corp. 


John E. Becker has been elected Vice President of 
the Rhinelander Paper Company, and assistant to the 
President of that firm. Mr. Becker joined Rhinelander 
in July 1949, and held various positions including those 
of West Coast Sales Representative, and Assistant Sales 
Manager. Ira L. Sawyer has been appointed Manager 
of the Eastern Sales District of Rhinelander. Mr. Sawyer, 
who has been Field Research Director for the firm for 
the past two years, has had 26 years experience in the 
paper industry. 


Clifford Spiller has been named director of marketing 
for Maxwell House, Division of General Foods Corpora- 
tion. Mr. Spiller has been General Manager of the Walter 
Baker Division, for the past two years. 


Solomon Epstein, executive vice president of Emulsol 
Chemical Corporation, has been assigned the duties of 
General Manager of the company. Dr. Charles Fuchs, 
formerly chief chemist of Emulsol, has been elected 
vice president in charge of research and development. 


P. Kenneth Fuller, has been named sales representa- 
tive in the northeastern territory for Ambrosia Chocolate 
Co. Mr. Fuller will concentrate on the higher quality 
Ambrosia Coatings, Liquors, Cocoas, and Flavors; and 
his territory will cover all of the New England states 
as well as the upper third of New York State. 


The U. S. Department of Agriculture announced re- 
cently that sales of Commodity Credit Corporation butter 
for use in extending Cocoa butter now totals slightly 
over three million pounds. 








Mr. SUGAR BUYER Sez: 


CONVEYORS 





STANcase 





EQUIPMENT 


eererrer ees, 


YOU DON’T NEED 
A CRYSTAL BALL... 


See eceeveeease® 


when you stay ahead of the 
market with these digested re- 
ports and analyses, another part 
of the SPECIALIZED SERVICES of 


Corrigan bulk dry sugar han- 
dling and storage systems con- 
vey sugar from unloading point 
to storage and from storage to 
production. 


Improve production facilities 


Lower operation costs 


J. C. Corrigan Co., Inc. 


41 Norwood St., Boston 22, Mass. 


en 





Ee The Standard Casing Co., Inc. : 
121 Spring St., New York 12, N.Y 





STAINLESS STEEL 


DRUMS 


MODEL 30 --30 GAL. 
MODEL 55--55 GAL. 


(Covers available) 
ECONOMY 

a EQUIPMENT 

RUGGEDLY CONSTRUCTED FOR LIFE TIME WEAR. 


FULLY APPROVED BY HEALTH AUTHORITIES. 
Manufactured by 















COLORED COATINGS 
Add color to your package! 


Bon bon coatings in pink, green, 
peach, yellow and white. 


Nu Coat 
CHARLES FUCHS « CO. =dheal 


120 Wall Street, New York 5, N.Y 
BOwling Green 9-7171 


Member N. Y. Coffee and Sugar Exchange in 
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4338 N. Western Avenue 
Chicago 18, Illinois 











Subscribe to 


THE MANUFACTURING 
CONFECTIONER 


Only $5 for 2 years, $3 for 1 year 
in U. S. and Canada. Only $7 for 2 
years, $5 for 1 year in other 
countries. 


Feature Articles 

Candy Clinic 

Candy Packaging 

Candy Equipment Preview 
Technical Literature D:gest 
Manufacturing Retailer 
Book Reviews 

And many other features 


418 N. Austin — Oak Park, Iil. 








THE MANUFACTURING CONFECTIONER 

















FOR S 

TL-E 
machin 
ing. Al 
Votator 
MANU 


FOR S 
for 
wrap; | 
a minu 





celloph 





FOR | 


tion of 














ant of 
0 the 
lander 
those 
Sales 
nager 
iwyer, 
m for 
in the 


keting 
rpora- 
Valter 


mulsol 
ies of 
Fuchs, 
lected 


ment. 


senta- 
colate 
juality 
; and 

states 


od re- 
butter 
lightly 








MACHINERY FOR SALE 


MACHINERY FOR SALE 








MACHINERY FOR SALE 














FOR SALE 


Model S #3 Savage Fire Mixers. 

50 gal. Model F-6 Savage Tilting 
Mixers, stainless kettle. 

200 Ib. Savage Flat Top Marshmal- 
low Beaters. 

Merrow Cut-Rol Cream Center 
Machine. 

50” two cylinder Werner Cream 
Beater. 

1000 Ib. Werner Syrup Cooler. 

200 Ib. to 2000 Ib. Chocolate Melters. 

Simplex Gas Vacuum Cooker. 

Simplex Steam Vacuum Cooker. 

600 Ib. Continuous Vacuum Cooker. 

Form 83 and Form 6 Hildreth Puller. 

6’ and 7’ York Batch Rollers. 

National Model AB Steel Mogul. 

National Wood Starch Buck. 

38” anes Revolving Pans. 

Ball and Dayton Cream Beaters. 

100 gal. Cooper Mixing Kettle with 
Double Action Agitator. 

We guarantee completely rebuilt. 


SAVAGE BROS. CO. 
2636 Gladys Ave. Chicago 12, Ill. 








FOR SALE: 5 ft. Racine Snow Plow 

cream beater with 5 H.P. motor. Ca- 
pacity 300 pounds. Excellent condition. 
Mills hand drop machine. Mills gas batch 
warmer. Nut cooker. Dipping tables. 30 
2%” Rubber Pattie molds. A. E. Cramer. 
Barbara Fritchie Shoppes, Frederick, Md. 





FOR SALE: Complete Fudge manufac- 

turing plant for sale: 3-80 gal. jacket- 
ed kettles, agitator and scraper equipped. 
2-25 gal. jacketed tilting kettle double 
agitator equipped. 1-Werner water 
cooled continuous Snowflake fondant 
machine. 1500 Handling trays with carts. 
1-Simplex cellophane bag making ma- 
chine. Box 1055. The MANUFACTUR- 
ING CONFECTIONER. 


FOR SALE: National Equipment (2) 16” 

Enrobers with conveyor hands both 
for $750.00. Box 1056. The MANUFAC- 
TURING CONFECTIONER. 


FOR SALE: 2 only 1000 Ibs. National 

continuous Vacuum cooker each with 
60 gal. copper jacketed precook kettles 
32” x 24”. Box 1057. The MANUFAC- 
TURING CONFECTIONER. 
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FOR SALE: Tray Lock Machines type 

TL-B-EL, end lock. Also several TLA 
machines for setting up and side lock- 
ing. All units in good order. 3-cylinder 
Votator for marshmallow. Box 1058. The 
MANUFACTURING CONFECTIONER. 


FOR SALE: Rose 500 Caramel Wrapper 

for 7/8 x 7/8 x 5/8 piece, fold 
wrap; Forgrove mint stick Wrapper, 600 
a minute; 1/2” diameter and 2” long; 
2 model-K Kiss Machines arranged for 
cellophane, excellent condition. Box 
1059. The MANUFACTURING CON- 
FECTIONER. 


FOR SALE: Factory new 7” Nielsen 
Baby Model Chocolate Coater. At frac- 
tion of original price for quick sale. Box 
; MANUFACTURING CON- 
FECTIONER. 


FOR SALE: 6 Sharpless Centrifuges, 

type M-4P-IL complete with 3 phase, 
60 cycle, 220 volt, A.C. Motors. Used 
very little. In excellent condition. Price 
reasonable. Box 1061. The MANUFAC- 
TURING CONFECTIONER. 


FOR SALE: Three Burkhardt Revolvin 
pans with removable ribs. Tight an 
Loose pulleys. 38” size. Excellent con- 
dition, $200 each. Box No. 1064. The 
MANUFACTURING CONFECTIONER. 


FOR SALE: MINIATURE CHOCO- 

LATE MOLDS, in good condition, five 
diff. designs, appr. 70 pieces to a lb.— 
Sale for 1/3 of new value. Box 954. The 
MANUFACTURING CONFECTIONER. 

















for October, 1955 


FOR SALE 
Mill River Depositor for chocolate. 
5000-lb. Lehmann Liquor Tanks (un- 


used). 

Bramley Mills (unused). 

arene Cream Machine, complete 
installation. 

GH-2 Wrapping Cachines (excellent) 
condition). 

Box 1060. The MANUFACTURING 
CONFECTIONER. 














1 Mills Nut Grinder @ $125. 3 White 

caramel Cutters @ $175 each. 3 Cop- 
per Mixing Kettles—steam jacketed—32” 
dia. by 24” deep—2” D.O. overdriven 
with propeller type agitators @ $300 
each. 1 Copper Mixing Kettle—(same as 
above) with 2%” D.O. @ $300. 1 Copper 
Mixing Kettle—steam jacketed—29” dia, 
by 18” deep—3 D.O. overdriven double 
acting @ $300. 1 Stainless Steel—Lee 
Kettle—steam jacketed—33” dia. by 20” 
deep—4” sanit valve—complete with 
motor and overhead drive @ $600. 1 
Mills bar sizer and cutter for bar 1-3/4 
x 3-7/8 x 5/16 thick-two rows @ 
$600. Delson Candy Co., 342 West 14th 
St., New York 14, N. Y. 


FOR SALE: Smith 18” Double arbor 

cutting machine. Smith 10” Chocolate 
enrober. Smith 15’ refrigerated cooling 
tunnel. Smith 100 Ib. Chocolate melter. 
Forgrove 26-D automatic foil wrapper. 
Mills Nut grinder. Dubin 25 Ib. capacity 
pulling machine. All above equipment 
is in excellent condition and top run- 
ning order. Box 1053. The MANUFAC- 
TURING CONFECTIONER. 





FOR SALE: 1 32” National Enrober 

with 24” Sisco Nut Roller. 4—Peerless 
Plastic Machines with 1 die each. 6— 
York Batch Rollers. 2—Old type Hans- 
cella Batch Rollers. 2—1000 Ib. National 
Chocolate Kettles. 1-800 Ib. Duplex 
Chocolate Kettles. 2—Hudson Sharpe 
Wrapping Machines with electric eye. 
1—2 Barrel Reade Dough Mixer. 1 32” 
Anderson 2-way Cutting Machine. 1— 
Hohberger Continuous Cooker. 1—10 HP 
Mears Kane Steam Boiler. Box 1052. 
The MANUFACTURING CONFEC- 
TIONER. 


FOR SALE: F & B Cream Ball Beater, 
4 ft. 3HP, single phase 115/230 volts 
60 Cycle. Very little used. Perfect con- 
dition. Price $600. F.O.B. Atlanta, Geor- 
gia. Hanes Supply Company, 131 
Mangum St., S.W., Atlanta, Ga. 








MACHINERY WANTED 











WANTED: Horizontal Automatic batch 

rollers, pulling machine, Forgrove or 
Ideal Wrapping Machines. State price 
and condition. Top quality only. Box 
9510. The MANUFACTURING CON- 
FECTIONER. 


WANTED: Shell moulding plant, auto- 

matic or semi-automatic. Also Hudson 
Sharp Machine for items 3 to 3%” long, 
approximately 1” wide. Rasch foiling 
machines. Box 9511. The MANUFAC- 
TURING CONFECTIONER. 


WANTED: Syntron Vertical Vibrato 
Parts feeders models EB-O throug 
EB-4. Also, equipment for bundling or 
overwrapping several caramel. Box 1054. 
The MANUFACTURING CONFEC- 

TIONER. 


WANTED: Several good used Stokes- 
wrap or Transwrap Machines to pro- 
duce 5¢ Duplex Cellophane Packages 
Salted Nut Meats. Send complete infor- 
mation as to make, model, serial num- 
r, current characteristics etc. State 
lowest price. Box 1066. The MANU- 
FACTURING CONFECTIONER. 

















CLASSIFIED ADVERTISING is 

designed to aid the candy man 
in finding a market for or source 
of used equipment, services and 
miscellaneous items. In replying 
to ads address: Box Number, The 
Manufacturing Confectioner, 418 
N. Austin Blvd., Oak Park, Illinois. 

Minimum insertion is 3 lines, at 
40¢ per line, 80¢ for bold face; 
not subject to agency discounts. 
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MISCELLANEOUS 








POSITIONS WANTED 








HELP WANTED 





Frank Z. Smith, Ltd., Mfg. Sales Agts. 

Box 24 Camp Taylor St. Louisville 
13, Ky. Candies Specialties, Territory 
Ky. Tenn. and Ind. 3 salesmen. 





WILL exchange 5’ Racine Snow Plow 
Cream Beater for 4’ F & B in first 
class condition. Racine in perfect condi- 
tion only too large for our use. 300 
pounds capacity. $. E. Cramer, Barbara 
Fritchie Shoppes, Frederick, Md. 





FOLDING CANDY BOXES: All sizes 

carried in stock for prompt delivery. 
Plain, Stock Print or Specially printed. 
Write for our new catalog of Every- 
Day and Holiday Fancy Boxes, and all 
Paper Products used in the manufacture 
and packaging of candies. PAPER 
GOODS COMPANY, INC., 270 Albany 
Street, Cambridge 39, Mass. 





MODERN CANDY SHOP FOR SALE: 
$7000, excellent reputation for fine 
candies. Established for 17 years, going 
business, manufactures and retails own 
candies. Fully equipped—air conditioned. 
Excellent opportunity for an experienced 
candy maker. Investigate this outstand- 
ing buy. Terms can be arranged. Locat- 
ed in New Jersey. Box 1051. The MAN- 
UFACTURING CONFECTIONER. 





FOR SALE: Gold & silver foil 3-3/8” 

wide on 3” cores, .00045 thick. Suit- 
able for use on Forgrove type wrapper. 
Priced low. Write Katharine Beecher 
Candies, Manchester, Penn. 


CANDY MAKER, over twenty years ex- 
perience in Jelly and Gum candies 

desires position. Box 852, The MANU- 

FACTURING CONFECTIONER. 





WANTED: Desire connection with Man- 

ufacturing Confectioner as plant Man- 
ager. 17 years experience in methods, 
formulations, quality control, plant lay- 
out, sanitation, manufacturing cost con- 
trol and purchasing. Experience includes 
chocolates, hard candies, brittles, cocoa- 
nut candies, jellies, creams and marsh- 
mallow. Box No. 1062. The MANUFAC- 
TURING CONFECTIONER. 





WANTED: Experience in a general pan 
Work jordan Almond, Jobreakers, B.B. 
Beans, F.B. Peanut, Jelly Beans and 
Jelly Eggs, M.M. Eggs, Nonpariel and 
Silver Dragge, and Choc. Pan work, Fin- 
nish afid polishing, including Bubble 
gum base. Box No. 1063. The MANU- 
FACTUBRING CONFECTIONER. 





PAN room foreman familiar with all 

types of panned goods including all 
types of chocolate candy, chewing gum 
and soft work. Can take charge of estab- 
lished factory and install best type of 
new equipment for company looking to 
expand in new field. Record of many 
years successful operations. Available 
for interview at once. Box 1065. The 
MANUFACTURING CONFECTIONER. 





WANTED: PAN MAN—Working f 
man for leading New York City plant, 
Experienced in Jordan almonds, j; 
beans, choc. work. Box 855 The M : 
FACTURING CONFECTIONER. 


WANTED: All around fine retail candy 
maker, able to take full charge. Steady 
job. London Pecan Co., Hot Springs, Ark. 


MFR’S REPRESENTATIVE WANTED; 
for fast moving, low priced stuffed toy 
packaged line. All territories. Commis- 
sion basis. Mayfair Toy, 110 Attorney 
Street, New York 2, N. Y. 














WE BUY & SELL 


ODD LOTS @ OVER RUNS @ SURPLUS 


9 Cellophane 
BAGS 
SHEETS*-ROLLS*-SHREDDINGS 
pth tht 


Wax - Glassine bags, Sheets & Rolis 


Tying Ribbons—All Scotch Ta 
Colors & Widths Clear & Colors 


Diamond ‘Cellophane’ Products 


Harry L. D:amond Robert L. Brown 


“At Your Service” 


74 E. 28th St., Chicago 16, Illinois 














Atlantic States 





HERBERT M. SMITH 


Confectionery Brokers 





KAISER MICHAEL 


Broker 


Manufacturers’ Representative 
“World’s Finest Candies” 





318 Palmer Drive 


NO. SYRACUSE, NEW YORK 
Terr.: New York State 





ROY E. RANDALL CO. 
Manufacturers’ Representative 
P. O. Box 605—Phone 7590 
COLUMBIA 1, SO. CAROLINA 
Terr.: No. & So. Carolina 
Over 25 years in area 


FELIX D. BRIGHT & SON 


Candy Specialties 
P. O. Box 177—Phone 8-4097 
NASHVILLE 2, TENNESSEE 


Terr.: Kentucky, Tennessee, Ala- 
bama, Mississippi, Louisana 


911 Richmond Drive, S. E. 
ALBUQUERQUE, NEW MEXICO 


Paso, Texas area 











BUSKELL 
BROKERAGE CO. 


1135 East Front Street 
RICHLANDS, VA. 

Contact Wholesale Groceries, Candy 
Jobbers and National Chains 
Terr.: Va., W. Va., tern Tenn., 
and Eastern Kentucky 


SAMUEL SMITH 
2500 Patterson Ave. Phone 22315 
Manufacturers’ Representative 
WINSTON-SALEM 4, N. CAR. 
Terr.: Virginia, N. Carlina, 


Pacific States 








West Central States 


LIBERMAN SALES 
COMPANY 





S. Carlina 


JAMES A. WEAR & SON 


P. O. Box 27 
BALLINGER, TEXAS 


1705 Belmont Avenue 
SEATTLE 22, WASHINGTON ; 
I. Liberman Cliff Liberman § 
Terr.: Wash., Ore., Mont., Ida., : 
Utah 


Territory: Texas 





JIM CHAMBERS 


Candy Broker 
84 Peachtree Street 
ATLANTA, GEORGIA 


W. M. (BILL) WALLACE 


Candy and Specialty Lines 
P. O. Box 472—111 Rutland Bldg. 
DECATUR, GEORGIA 








Mountain States 


HARRY N. NELSON CO. 
646 Zolsom Street 





G & Z BROKERAGE 


SAN FRANCISCO 7, CALIF. 
Established 1906 


Terr.: New Mexico, Arizona & EI 


Terr.: Ga. & Fla. 
Thorough Coverage 


COMPANY Sell Wholesale Trade Only 


Terr.: Ga., Ala., and Fla. Terr.: Eleven Western States 


New Mexico—Arizona El Paso 
County Texas 
P. 0. Box 227 ALBUQUERQUE 
N. Mex. . 








East Central States RALPH W. UNGER & 


RICHARD H. BROWN 


923 East 3rd St. 
Phone: Mu. 4495 
LOS ANGELES 13, CALIFORNIA 
Terr.: Calif., Ariz., N. Mex., 
West Texas & Nevada 


Personal service to 183 jobbers, 
super-markets and department 
stores. Backed by 26 years experi- 
ence in the confectionery field. We 
MILWAUKEE 11, WISCONSIN call on every account personally 
Terr.: Wis., Ia., Ill. (excluding Chi- ©V&TY six weeks. Candy is our busi- 
cago), Mich. (Upper Penn.) ness. 





WM. E. HARRELSON 


Candy & Allied Lines 
5308 Tuckehoe Ave.—Phone 44280 


RICHMOND 21, VIRGINIA 
Terr.: W. Va., N. & S. Car. 


BERNARD B. HIRSCH 
4442 N. Woodburn St. 
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SPECIAL OFFERINGS 


|At Sensational Savings 


* - 
| Prompt Deliveries 
in time for ao type Greer 24” Soe. Style CG. Complete 


r > ea a w = 
~ = < [aes With Automatic Feeder, 3 sets of bars with 


e Tempering Control, Compressor, Bottomer, 10 
Fall Production 





ft. Table, Latini Decorator and Ciuster Attach- 
ment: Also with: 24” Multi Tier, 6 top Tiers, 
15 ft. oacking table 





Act Now For 
_ Choice Selection 


ee 


Very latest National Equipment M-100 Auto™atic, 
Streamlined, Heavy Duty Stee! Mogw! with D-100 
Depositor. Ball bearings, forced feed lubrication, 
entirely framed with covers, explosion proof mo- 
tors. Also with Currie Automatic Loader, Currie 
Automatic Stacker 











—— Starch Conditioner, Heater, Cooler, 


National Equipment 24” Bon Bon Enrober Used 
with Starch Cleaner. Excellent for conditioning 


less than 1 year. All parts which come in contact 
with the coating material are made of stainless 
steel. Available with new machine guarantee 


starch and conveying starch automatically to and 
from Mogul 











Quantities 
Are Limited 








Latest type Forgrove Mode! 26-D Universal Fold 
Wrappers for foil, cellophane, wax wrapping 
Speed — 100 to 120 per minute. 








Partial List of Specials Available 
Late type National Equipment 34” Package Machinery Co. DF1 bar 


bas i A 


Package Machinery Co Model 22B Hard Candy 
Twist Wrapper 











ALL OFFERINGS ARE 
SUBJECT TO PRIOR SALE 


Write, Wire or Phone Collect 
For Full Details and Quotations 


Enrober, complete. 

Hohberger Continuous Automatic 
Cream Machine, complete. 

National Equipment 2000 and 1000 
Ib. underneath driven Chocolate 
Melters. 

24-38” Revolving Pans, with and 
without coil and ribs. 

Simplex Steam Vacuum Cooker. 

Racine Model EP Sucker Machine. 

Gaebel Continuous Plastic Form- 
ing Units with full selection of 
Dies. 

Racine Snowplow 5 ft. Cream 
Beater. 


or package Wrapper with Elec- 
tric Eye. 


Package Machinery Co. FA2 Wrap- 
per with Electric Eye, 7 ft. Chain 
Infeed Conveyor, Overhead 
Chain Conveyor. 


Lynch Model RA Wrap-O-Matic 
bar or package Wrapper with 
Electric Eye. 


Hudson Sharp Campbell Wrap- 
pers. Models 2W6, 2W8, and 
2W10. Both with and without 
Electric Eye. 

=e 


ary 

a 

¥ 
&, 








Ambrosia Chocolate Co. ........ 63, 64 
American Sugar Refining Co. .Sept. ’55 
Anheuser-Bush, Inc. ............. 17 
Armour & Company ............. 18 
Atlas Powder Ga... in 6 cnc . 
Basic Industries, Inc. ......... June ’55 
The Dest Weeds Co. 6:60 ss cess 71 
Burke Products, Inc. ............ 60 
WE 9 RT dg ens 5s deiens 66 
C&C Candies, Inc... .. 000s Sept. °55 
California Almond Growers 

SN, crue o0 s'x'e ous Second Cover 
Clinton Foods, Inc. .......... Sept. ’55 
Corn Products Sales Company.... . 59 
Cranberry Products, Inc. ......... 22 
Dodge & Olcott, Inc. ........ Sept. ’55 
Durkee Famous Foods ....... Sept. ’55 





INDEX 


Advertisements of suppliers are a vital part of the industrial publication’s service to 
its readers. The following firms are serving the readers of The Manufacturing Confec- 
tioner by placing their advertisements on its pages. The messages of these suppliers 
are certainly a part of the literature of the industry. Advertising space in The Manu- 
facturing Confectioner is available only to firms supplying equipment, materials, and 
services for the use of confectionery manufacturers. 


x *k* * 
RAW MATERIALS 


Florasynth Laboratories, Inc. ..July °55 
Fritzsche Brothers, Inc. .......... 8 
eS 5 74 
ee Sept. ’55 
Gunther Products, Inc. ........ July °55 
Hooton Chocolate Co. ......... 70, 72 


Kohnstamm, H., & Company, Inc.. 20 


Maxwell House Div., 
General Foods Corp. .......... 56 


Merckens Chocolate Company, Inc. 25 


National Aniline Division, Allied 
Chemical & Die Corp. ......... 


National Sugar Refining Co. ..Sept. 55 
Nestle Company, Inc., The ....... 27 
Norda Essential Oil and Chemical 
Company, Inc. ........ Fourth Cover 
Nu Coat Bon Bon Company ...... 74 


The Nulomoline Div. American 
| NE ie eee 73 


Oringer Manufacturing Co. ....... 72 
Penick & Ford, Ltd., Inc. ........ 58 
Pfizer, Chas., & Co., Inc. ......... 15 
BS Sa 70 
| 16 
ag Syrups & Sugars, 

Ss ee ie ee Third Cover 
Speas Company ............. Sept. °55 


Staley, A. E., Mfg. Company. .Sept. ’55 


PRODUCTION MACHINERY AND EQUIPMENT 


The Aluminum Cooking Utensil 


MN, ond Craiane's ig cow Sept. ’55 
Jabez Burns & Sons, Inc. ...... June 55 
Burrell Belting Co............ Sept. ’55 
Fred S. Carver, Inc. ......... Sept. ’55 
Cincinnati Aluminum Mould 

aNd Paha go aia eros 0. 'v's 3D Sept. °55 
Confection Machine Sales Co...... 70 
GS 74 
Counsel Machine Company ....... 51 


Currie Machinery Company ...June ’55 


The Girdler Company .......... 11 
Greer, J. W., Company ....... Sept. ’55 
Lehmann, J. M. Company, 

De ce arced sa eekdald «ess Sept. °55 
Molded Fiberglas Tray 

EO en ere Aug. 55 
National Equipment Corp. ....... 67 
Niagara Blower Company ....Sept. ’55 
Raine Confectioners’ Machinery 

Tatiiial + Sie win Seni ek wikia 70 

enn SL) Serene ree July 5S 


Gems res TG go oe dence 12 
Sterwin Chemicals, Inc. .......... 3 
Sunkist Growers ................ 4 
Union Sales Corp. ........... Sept. °55 
Van Amerigen-Haebler, Inc. ...... 69 
Wilbur-Suchard Chocolate 

SE no. 05 kaa oles 68 
EC, MOR ois ae wae bree «4 10 
Sheffman, John, Inc. ............ 14 
Standard Casing Co., Inc., The ... 74 
OS a a > 73 
Taylor Instrument Co. ....... Sept. ’55 
Union Confectionery Machinery 

RPGS fade othe Say aie ae ae ae S 77 


Vacuum Candy Machinery Co. . .66, 72 
Voss Belting & Specialty Co. .. .Sept. ’55 


MENG ov a wv Soe od ohn July °55 


PACKAGING SUPPLIES AND EQUIPMENT 


American Viscose Corp. ......... 32 
Bakelite Company .............. 33 
Battle Creek Packaging Machines 

BS a deka ed 45 aes ean ea eg ae 
Cooper Paper Box Corporation .... 52 
H. S. Crocie Cow Inc. .......... 30 


Daniels Manufacturing Co. ...Sept. ’55 
Diamond “Cellophane” Products .. 76 


Doughboy Industries, Inc. ........ 4l 
Dow Chemical Co., The ......... 54 
Eastern Can Company ........ Aug. ’55 
Page 78 


Exact Weight Scales Co. ......... 44 
French Glass Co., Inc. ........... 48 
Ci an MO OED, eee ce cuss 4l 
Heekin Can Co., The ........... 39 
Hudson-Sharp Machine Co. ...... 40 
Ideal Wrapping Machine Company 49 
Kiwi Coders. Cop. ........scccsces 52 
Kwik Lok Corporation ....... June ’55 


Lynch Corporation, Packaging 
Machine Division ......... Sept. 55 


Cer rr rrr 47 
Package Machinery Co. .......... 31 
Rhinelander Paper Company ..... 50 
Riegel Paper Corporation ........ 34 
The Rushton Company and 

Atlanta Playthings Co. ......... 65 
Sweetnam, George H., Co........ 45 
[UE Ga > “err 52 
Tomkins’ Label Service .......... 48 
Triangle Packaging Machinery 

ERA ASE A Ss ae eer ee 46 
Visking Corporation ............. 53 


THE MANUFACTURING CONFECTIONER 














over 


. 


m ot gt 


-~ Clo 


ot ot 


69 


















for every 
sugar user! 





Here it is,” announces your Flo-Sweet Engineer 
— “the first compilation of liquid sugar facts and figures 
to be made available to the food industries! 

“This new liquid sugar manual contains technical data 
amassed throughout years of research by Flo-Sweet 
technologists. Much of it has never been published before. 

“Here are some of the important subjects this valuable 
reference work covers: history, production, and distribu- 







PRICE 
%5.00 


tion of liquid sugar; liquid sugar systems; techniques of 
using liquid sugar in major food industries and dozens 
of pages of charts, graphs and tables covering every 
aspect of liquid sugar use.” 

You can arrange with your Flo-Sweet Engineer for 
your copy of “This Is Liquid Sugar’ — or you can obtain 
the book direct from Refined Syrups & Sugars, Yonkers, 
N. Y. Price $5.00. 








SERVING INDUSTRIAL SUGAR USERS EXCLUSIVELY 
FROM YONKERS — PITTSBURGH —TOLEDO— DETROIT 





has a flavor which 


appeals because 


it’s true 


and rich 


Bite into a ripe, red apple. 

That’s the taste Norda Apple 

gives you. Norda puts into apple 
what sunlight and Nature store up. 


Norda nodes of in-blown flavor have 
enriched the flavors you'll use. They have 
new in-grown completeness, a new real-fruit 
quality. Norda skills are responsible. 


You will find Norda’s new in-blown flavors 
wonderfully adaptable. They are flexible to 

every one of your varying flavor requirements. You 
will save money with them. 


Send for free samples and see. Your 
letterhead brings the proof. 


Use 
“A Favorite to Flavor It” 


‘ NORDA, INC. 
601 West 26th Street 
< New York 1, N.Y. 
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